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SALES ARE LEAPING FORWARD 


Last year, sales of this product increased so rapidly in 
the new container that the customer expects them to 
double this year. Dealers were highly complimentary. 
The bright, colorful lithography-on-metal makes such 

an attractive display that it gets choice position on 
counters; sells faster. 









































cece SMART, 
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PACKAGED FOR QUALITY, CONVENIENCE 


The fresh, clean-looking lithography of this metal container 
speaks well for the product. The bottom is perforated to allow 


A fibre container with metal ends costs little and adapts 
itself to many different types of products. This package 
protects the contents from dirt and dampness, the metal 
top and bottom give it extra strength. Why not 
consult Canco for advice on economical packaging? 


free circulation of refrigerated air. The top opens easily. Canco 
has a wide range of container ideas to help make products 
more successful. Write today for suggestions for your product. 
-—No obligation. 
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TOPS 


THE LARGEST THING in the universe is the invisible component of the 
double star Epsilon Aurigae. This unseen super-giant of inter-stellar 
space has a diameter of 2,000 million miles, or 3,000 times that of the sun. 
It is located in the constellation of Aurica, near the first-magnitude star 
Capella, 3,000 light years distant from the earth. (A light year is six tril- 
lion miles.) If placed in the exact center of our solar system only Nep- 
tune and Pluto would remain outside its gigantic radius. But despite 
its almost unbelievable size, Epsilon Aurigae was not discovered until 
recently—announcement of discovery being made January 12, 1938, by 
Yerkes Observatory. This strange dereliction of astronomical science is 
attributed to the invisible character of the light rays given off by Epsilon 
Aurigae. They are of an extreme infra-red variety not visible to the 
human eye, nor will they register on the latest infra-red photographic 
plates. Although wholly invisible, Epsilon Aurigae (the larger) was 
discovered because astronomers were not content until they found some 
explanation why Epsilon Aurigae (the smaller) lost half of its normal 
brilliance with mystifying regularity every twenty-seven years. In trying 
to solve this puzzle of the heavens they reasoned that the visible star 
must be eclipsed by a larger, semi-transparent body. And, with the aid 
of materials sensitive to infra-red light, they were able to prove this to 
be a fact. One must draw a long and rather vague simile to compare the 
invisible “E A” with anything in this visible world of ours. But getting 
down to earth we find there are a number of features of the Phoenix 
C T Cap also invisible to the human eye. You know they are there, you 
can prove they are there . . . but you can’t see them. Not to be outdone 
by those scientific gentlemen who see the wnseeable, we are able to 
demonstrate with graphs and photographs that the C T, as made by 
Phoenix, applies smoother, seals securer and comes off easier than 
the average screw cap. And that is why the Phoenix C T Cap has 
always been considered tops in its own small universe! 


PHOENIX METAL CAP CO. 


2444 WEST SIXTEENTH STREET, CHICAGO 3720 FOURTEENTH AVENUE, NEW YORK 


Branch Offices: Philadelphia, Baltimore, Boston, Cleveland, Cincinnati, St. Louis, San Francisco, Los Angeles 
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NEXT MONTH 


The May issue of MODERN PACKAGING is 
traditionally devoted to a preview and forecast 
of gift and holiday packaging trends. Next month 
the Institute of Package Research will take a hand 
in this work with a survey of retailers’ desires and 
of manufacturers’ plans. 
nomic situation will undoubtedly affect the quality 
as well as the quantity of coming holiday sales, 
the economic factor has been particularly taken 
account of. 
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Since the present eco- 


Readers may also look forward to an unusual survey 
on Machinery Changeover Practices, a continuation 
of the Color series started in this issu 
robin interview with that group o 
responsible for General Foods’ display programs. 
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From a recent financial 


service: 


‘‘The keen competition and 
narrow profit margins which 
characterize most of our indus- 
tries have made it increasingly 
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HAT’S the story in brief behind the installation 

of Redington Cellophane Wrapping Machines at 
Carter Products, Inc. Their old machines weren’t 
really very old but a new development by Redington 
outmoded them. 


Formerly, the separate packaging operations were 
performed on different machines—one machine folded 
the booklet around the vial end placed a paper band 
around the booklet to hold it in place—another machine 
wrapped this assembly in Cellophane. 


Today one new Redington does the entire operation 
formerly done by a battery of two outmoded machines. 
The paper band is eliminated, making a sizable saving 
... labor costs are lower because there are only 
half the former number of machines. . . the package 
itself is more convenient and easier to unwrap. And 
profit margins have widened for Carter’s. 


F. B. REDINGTON CO. (Est. 1897) 


110-112 So. Sangamon 5t. 








HERE’S WHAT 
CARTER’S DID 


ABOUT IT! 


— Half the Machines 


— Much Less Paper 


— Lower Operating Costs 


We don’t know that we can help you streamline your 
machinery equipment or cut costs .. . but we'd like to 
try. Whether it’s cartoning or carton sealing, wrap- 
ping or Cellophane wrapping, or special types, try 
Redington first. 





This Redington 
Cellophane Wrap- 
ping Machine is 
modern, stream- 
lined, compact. Has 
a code device for 
stamping date and 
batch designation on 
booklet. Equipped 
with photo electric 
cell mechanism for 
controlling register of 
printed design on 
wrapper 


CHICAGO, ILL. 








for CARTONING « CELLOPHANE WRAPPING « CARTON SEALING 














WANTED 


Our group of research chemists and 
engineers, whose successful packages are 
already in nearly every home in the land, 
is looking for some new and tough jobs 
to solve. Problems in food protection 
papers particularly solicited. Will not 
give up until they know the answer. 
Address problem to Kalamazoo Vegetable 
Parchment Co., Parchment, Kalamazoo, 
Michigan. 
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HY-LIGHT RELIEF 


NO. 251 











With a flare, this new embossed box paper is 





ready to lift your box out of the ordinary and 
make it more highly desired by the buying public. 
Why not send for the set of working sheets we 


have ready showing many lively color treatments. 


HAMPDEN GLAZED PAPER & CARD COMPANY 


Holyoke, Massachusetts 


SALES REPRESENTATIVES 








New York, N. Y. Chicago, Ill. San Francisco, Calif. 
60 East 42nd St. 500 So. Peoria St. 420 Market S+. 
Philadelphia, Pa. Fred'k. Johnson & Co., Limited Toronto, Canada 
412 Bourse B'Id’g. 234, Upper Thames Street 137 Wellington St. West 


London, E. C. 4, England 














DURAND MANUFACTURING COMPANY 


OFFICE and PLANT: 231 So. Green Street, Chicago, Ill. 
New York Office 225 Fifth Avenue 
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INLAND CORRUG 


THREE 1937 


Top honors in the two major packaging com- \ 
petitions — first in two group awards — honor- 

able mention in a third... that’s that’s the 
record of Inland ‘‘Custom-Made” Corrugated Containers for 
1937. They made a clean sweep of grand trophies in the 
shipping container field — signalized the dominance of Inland 
design — proved the value of Inland construction. 


The ensemble cleaner container and cleaning tool kit of the 
Hoover Company, designed by Henry Dreyfuss and produced 
by Inland, was awarded the Irwin D. Wolf Trophy for distinc- 
tive merit in packaging. 

The garden hose container of B. F. Goodrich Company, origi- 
nated by Inland engineers, won the Gold Award in the ship- 
Ping container group of the All-America Package Competition. 


% 





AWARDS!! 


a The corrugated container used by Schenley Dis- 
tributors, Inc., for their Red and Black Label 
brands, and produced by Inland, ranked first in 
classification 17 of the Irwin D. Wolf Awards, being named 


as the year’s “most effective shipping container from the 
standpoint of the employment of printing and color to 
further good design.” 


You too can get similar results. 
Simply submit your packaging 
problems to Inland engineers for a 
practical and distinctive solution. 
Investigate, without obligation. 
Write for full facts and recommenda- 
tions today. 


INLAND CONTAINER CORPORATION 


Executive Office: 
Sales Offices: CHICAGO. 
COLUMBUS... 


INDIANAPOLIS, 
._MILWAUKEE... 
MIDDLETOWN, OHIO... 


INDIANA 


CINCINNATI 


LIMA, OHIO... PITTSBURGH 
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Shampoo Manufacturer ends 


Substitution Worries 


SUN TUBE UNITAINERS 
Solve Problem for Rap-I-Dol 


HE twin “headaches” of substitution 

and dilution have long plagued the 
shampoo field—but they don’t bother the 
makers of RAP-I-DOI, one iota! Because 
RAP-I-DOL—the modern conditioning 
shampoo treatment—is now packed safely 
and efficiently in non-refillable, tamper- 
proof, sealed Unitainers by Sun Tube. 

Operators and customers alike now 
KNOW that they’re getting genuine RAP- 
I-DOL every time they order. And Uni- 
tainers give them the right amount of 


CHICAGO, “ILL. 
ALEXANDER SEYMOUR 
333 N. Michigan Ave. 


RAP-I-DOL, too . . . a sanitary, measured 
application that eliminates guesswork, 
skimping and waste. Unitainers are easy 
to handle—even with wet, slippery hands. 
Customers prefer them for their neatness 
and novelty, as well as for the protection 
they offer. 

Operators can figure their profits on Uni- 
tainer applications in advance, because they 
know the exact cost of each application. 
There is no loss—naturally—through break- 
age or leakage, thanks to Unitainers’ all- 


SUN TUBE CORPORATION, HILLSIDE, N. J. 


CINCINNATI, OHIO 
R. B.. BUSCH 
1012 Elm Street 


metal construction and sensational new 
Leak-Proof Sealing. 

If you manufacture a product that’s dis- 
pensed in individual doses or applications 
—such as a shampoo, a cream, a food, 4 
jelly, a liquid, a salt or what not—consult 
Sun Tube at once. The history of Sun Tube 
Unitainers is a long list of sales success 
stories for widely-diverse types of products. 
Unitainers’ adaptability is unlimited. Write 
for particulars today. You'll find the cost of 
Unitainers amazingly low. 





LOS ANGELES, CALIF. 
R. G. F. BYINGTON 
1709 West 8th St. 





450 000,00 
L Can't be Wong / 


Last year over 450,000,000 packages of 
tobacco were wrapped in Diafane — an 
amazing total when one considers the very 
recent introduction of Diafane in this field— 
and a total that is continuing to grow in 1938 
with still greater rapidity. The reason for the 
sudden success of Diafane is obvious. It offers 
high transparency, maximum moisture protec- 
tion and a glossy, lacquered surface at a 40% 
saving over the cost of other transparent wrapping 
materials. In addition, it can be sealed with heat 
or glue, and will work perfectly on your present 
wrapping machine. 


Write for samples, prices and complete infor- 
mation. Diafane can help you, too, as it has 
already helped hundreds of other manufac- 
turers — not only in the tobacco field, but 


in the food, drug, cosmetic, baking and con- 
fectionery industries as well. 


RIEGEL PAPER CORPORATION 
342 MADISON AVENUE 
' NEW YORK 


new 


5 dis- 
tions § 
od, 4 
sult 
Tube 
1Ccess 
Jucts. 
WV rite 
ost of 


The opposite insert is a sample of Riegel’s Diafane available in a wide variety of weights and grades 
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TESTS AND MORE TESTS — Day in and 
day out, year after year, the Anchor 
Laboratory is conducting tests of 
one kind or another on customers’ 
packages—with various of our caps 
under different conditions—striv- 
ing constantly to improve sealing 
efficiency. This Department costs 
us money to operate, to be sure, but 
it’s a service that saves you money. 


AMERSEAL CAP — Preferred by manufacturers for thou- 
sands of products requiring dependable air-tight and 
leak-proof seals, the fee Cap is likewise the 
favorite of millions of consumers. If you are looking 
for an economical closure that will deliver your prod- 
uct safely to the consumer with all its quality and 
full strength intact, one that can be easily applied 
by hand or machine, that can be removed with a 
mere quarter-turn of the wrist—this is it! 


CAPS — CAPS — CAPS — Tin, 
aluminum or molded, air- 
tight and moisture-proof, 
lug or screw, with or with- 
out knurling ... styles to 
meet every decorative need 
for greater eye appeal and 
sales effectiveness .. . 
Anchor has them all for sale! 
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BOTTLES —The Anchor Hocking 
P&P line literally includes hun- 
dreds of shapes and sizes of nar- 
row znd wide mouth styles in 
both amber and crystal—blakes, 
rounds, ovals, round cornered 
squares, tonics and toilets. Each 
is a sparkling examole of fine 
glassmaking and caref.l design- 


ing that will add shelf appeal to 
even the most prosaic drugs and 
pharmaceuticals. 





MOLDS— In glass making molds are 
everything. On them depend sheen 
and brilliance, accuracy of capacity and 
finish, distribution of the material, weight, 
strength and faithfulness of reproduc- 
tion. That’s why Anchor Hocking takes 
extra care in cutting molds, polishing 
them and in maintaining them in perfect 
condition. Above is a section of one of 
our mold shops. 





[ more FACTS YOU SHOULD KNOW ABOUT DISPLAYS ] 


IT’S THE TRUTH... 


It’s like pulling teeth to get the average retailer 
to put in a display without some special induce- 
ment. But a recent survey in the drug field 
showed that about 95% of the dealers ques- 
tioned obtained their “permanent” displays by 
ordering a certain quantity of merchandise— 
often quite large—and in return were given the 
display. More amazing still . . . a large propor- 
tion of these druggists said “yes” when asked if 


they would use more “permanent” displays. 

















FAMILY AFFAIR... Why doesn’t somebody create a dual- 
product display? For instance, toothpaste and toothbrushes . . . cleans- 
ing tissues and cold cream . . . rouge, lipstick and powder—all of one 
family group, or products from several manufacturers. By using 
Durez you could include a lot of pieces in a display that took very 
little space, which is a major selling point to a dealer. Pick the right 
combination and the dealer should need very little persuasion to put 


the display up and keep it up. 


SAVE THE DEALER STEPS . . . Convenience is a big 
factor in getting the dealer sold on a display. He wants to wait on 
customers easier and faster. He’ll like a display that can be used 
for storage of goods, aids him in selecting the size or style asked for. If a 


chart or diagram will help him in selling, put it on the back of the display. 


SMALL SPACE, BIG VALUE... 


Dealers prefer small displays, in general, but a 
larger display can make up for its size by added 
convenience and service. When you're trying to 
squeeze the maximum value from a display, con- 
sider the advantages of using Durez. Design possi- 
bilities are limitless, which means you can mold 
in your package or trademark, style the display so 
it will catch the customer’s eye. Durez displays are 
light in weight, cost less to ship, are easier to 


handle in the store . . . but they’re tough enough 


to last a lifetime. We have quite a bit of material 
on displays, and concrete suggestions which we 
will be glad to give you if you'll write and tell us 
what you make. General Plastics Inc., 84 Walck 
Road, North Tonawanda, New York. 


7 DUREZ~ 
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Whether the reproduction from a 
direct color photograph is to illus- 
trate a diminutive Package Insert 
. . . to take its place in Booklets or 
Folders, of on Calendars, Charts, 
Displays, etc.,...or to appear in 
the tremendous and dominating 
24-sheet Poster size ... FORBES 
craftsmanship and precision pro- 
duction assures maximum faithful 
portrayal of all the drama and 
realism caught by the all-seeing 
lens of the camera. 








Courtesy The Greyhound Lines 


CLOSURES 


“BETTER SEALING FOR 
BETTER BUSINESS” 


SCREW CAPS CROWNS 
V.P.O. CAPS LUG CAPS 
MASON CAPS VACUUM CAPS 


DOUBLE SHELL CAPS CAPPING MACHINERY 





LOOKING AHEAD 


Our on the road the driver of this bus will look ahead 
with confidence. He knows that the service crew has like- 
wise looked ahead . . . that every mechanical detail was 


carefully checked before his trip was started. 


In making Crown Closures for you, we also look ahead 
to the time when you will use them. Raw materials are 
checked and re-checked. The product is inspected at every 
stage. No detail is overlooked in making sure that Crown 
Closures will run smoothly in your plant and give you 
uniform, dependable sealing on your product... . Get 


samples and compare them. They are yours for the asking. 


CROWN CORK AND SEAL COMPANY e@ BALTIMORE, MD. 


World’s Largest Makers of Closures for Glass Containers 

















EXPERIENCE 


Willard pioneered the commercial 16 mm. motion picture 
field. Willard’s widespread activities include operations 


not only in the far corners of the United States but in 





eight foreign countries as well. And now—Willard has 
produced the first (to our knowledge) successful com- 
mercial 16 mm. sound picture in COLOR. The expe- 
ai-vilectoMaAlllolac MeleelolipceliveliMmema-vole han oMuleL¢-Moll s\lailic-) 
for you. A picture that will tell your sales story dramat- 
ically ... without error or interruption .. . to every sales- 


man in your distribution chain—and to your prospects. 


T.W.WILLARD MOTION PICTURE CO. 


130 West 46th Street - New York City 
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A SAMPLE of Uranium Ore 
Fogged a Photographic Plate... 


In 1898, Becquerel, a French chemist, noticed streaks of light on a 
photographic plate he had left in a desk drawer with a sample piece 
of uranium ore. He asked Marie and Pierre Curie to investigate the 
mysterious properties of the ore sample—and radium was discovered! 
Once more, an obscure SAMPLE had lighted the way to astounding 
truth and a blessing to mankind. 

Today, samples and sampling play a dominating part in successful 
merchandising—and Kimble Glass Vials are called upon continuously 
to serve as the faithful carriers to world markets. They enable man- 
ufacturers to include samples of new products within the cartons of 
old, established ones. They enclose samples of foods, drugs, oils, chem- 
icals, powders, capsules, and salts rushed to every conceivable sales 
center. And brilliant, retempered walls— practical, versatile closure 
effects—colorful labelling possibilities—have made Kimble Glass Vials 
the choice as the permanent package of thousands of top-notch, nation- 
ally advertised products. ... Kimble Vials are available in all standard 
sizes and types—or can be designed to meet special requirements. 
Don’t decide on your final sampling or packaging “carrier” until 
you've talked to Kimble. If a vial can do the trick, you'll marvel at the 
reduction in shipping costs, labor, and sales resistance you can effect! 


K 


© © The Visible Guarantee of Invisible Quality + «+ « 


KIMBLE GLASS COMPANY .... VINELAND, N. J. 


NEW YORK*+*+CHICAGO*++ PHILADELPHIAs+DETROIT*®* BOSTON 
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FAR MORE PRACTICAL 


Mundet Molded Screw Caps give the finishing touch 
to glass containers. They seal instantly ... smoothly 
... with tenacious grip. Assure complete protection 
for the contents at all times 


The addition of a Mundet Molded Cap freshens up 
the product package. ..improves its appearance... 
makes it more convenient in use. 













: Tear out this page, or the lower part of it—clip it to 
your letterhead and mail it to us with a few of your 
bottles. We'll freshen them up with Duo-tone 
Molded Closures and return them to you for your con- 
sideration. No obligation. You place the burden 
of proof on us... let ws show you! 


MUNDET 


CORK CORPORATION 


Crown and Closure Division 


65 South Eleventh St., Brooklyn, N. Y. 
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THESE 
MUNDET OFFICES 


are ready to serve you. 
They offer the resour- 
ces of an organization 
that has specialized 
in making fine 
Closures. 


ATLANTA 
339-41 Elizabeth St., N.E. 
BROOKLYN 
65 S. 11th Street 
CHICAGO 
2959 N. Paulina St. 
CINCINNATI 
427 W. 4th St. 
CLEVELAND 
11500 Florian Ave. 
DENVER 
The Stone-Hall Co. 
DETROIT 
335 W. Jefferson Ave. 
HOUSTON 
Commerce & Palmer Sts. 
LOS ANGELES 
2051 E. 37th St. 
MEMPHIS 
Memphis Bonded Warehouse 
NEW ORLEANS 
439 No. Peters St. 
PHILADELPHIA 
2226 Arch St. 
ST. LOUIS 
506 S. Main St. 
SAN FRANCISCO 
440 Brannan St. 
SEATTLE 
Succop-Tighe & Sons 
2737-1st Ave., South 
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CHAS. M. HIGGINS & CO’S. 
Inks and Adhesives, in their 
new labels with closures to 
match, won a silver award in 
the ALL AMERICA PACKAGE 
COMPETITION. 

Labels produced by U-S" 

Baltimore Plant 
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Labels produced by "U-S” 

Brooklyn Plant 
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LAND-O-LAKES Honey, prod- 
uct of Wisconsin Honey Farm, 
resplend in gl ing glass 
and pictorial labels, won a 
silver medal in the ALL AMER- 
ICA PACKAGE COMPETI- 
TION. 
Labels produced by "U-S” 

Cincinnati Plant 








AMERICA Package Competition. 


These products have something else in common: Attractive 
packages help their sales! And that, from the “U-S” point 
of view, is the crux of packaging: Not prizes or awards, but 
sales helps for our customers,— that is the ‘“U-S” objective. 


Whether it be ink, rum, or honey, or any of a thousand 
other products, ‘“U-S” can help solve the packaging problem 
in such a way as to catch consumers’ eyes. The‘U-S” 
organization offers any manufacturer a unified service 
which helps him to speed up the sales of his products. 







HOME OFFICE: 
312 BEECH STREET 
CINCINNATI, OHIO 


SALES AND SERVICE OFFICES: 


INDIANAPOLIS NEW YORK ST. LOUIS 
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NK, rum, and honey,— ordinarily 
they haven’t much in common. 

But in this case, each product illus- 
trated won a silver award.in the ALL 


The “U-S” Organization, proud to 
have a part in producing these 
labels, congratulates the winners. 










* AMERICAN LITHOGRAPHIC DIVISION 

* ATLANTIC LITHOGRAPHIC & PRINTING DIVISION 
* DONALDOSON LITHOGRAPHING DIVISION 

* ERIE LITHOGRAPHING & PRINTING DIVISION 

* PA MER ADVERTISING SERVICE DIVISION 

* W F POWERS OIVISION 


* THEO A SCHMIDT LITHOGRAPHING DIVISION 


LOS ANGELES PHILADELPHIA 
KANSAS CITY PITTSBURGH 

MILWAUKEE a 
MINNEAPOLIS ST. CHARLES, ILL. 
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ITTING climax to the universal dealer 
FE’ acceptance of these ingenious COTY 
displays has been their selection for HON- 
ORABLE MENTION AWARD BY MODERN 
PACKAGING. 


For these units . . . cleverly constructed of 
metal, glass and wood by ARROW’S craftsmen 
and produced economically in the ARROW 
plant . . . have won preferred positions, for 
years to come, on the best counters of the best 


drug and department stores in the land. 


The staff that produced these units will have 
unusual advantages to offer you, too, when 
you ask them to work on your boxes or dis- 
plays. ARROW craftsmen ride no hobbies... 


push no single material . . . for their plant is 


A R RO W 


MANUFACTURING 


Wood for permanence and to fit the finest surroundings. 
Glass to prevent pilferage while providing full visibility. 
An _ ingenious ball-bearing turntable to attract the con- 
sumer, inducing closer inspection of Coty’s fine perfumes. 
And gleaming metal to catch and reflect surrounding lights 
and thus spotlight a group of worthy products. 


Designed by ARTHUR R. BOTHAM 
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equipped to work with metal, cardboard, wood 
or any desired combination of these. Backed 
by such an efficient plant, ARROW’S mer- 
chandising specialists are free to plan for you, 
displays and packages that will effectively 
present your product to the consumer by arous- 
ing the interest of and insuring the coopera- 


tion of your dealers. 


Investigate ARROW’S facilities today. Write 


for a representative to call. 


COMPANY, INC. 


FIFTEENTH AND HUDSON STREETS, HOBOKEN, NEW JERSEY e¢ Telephone HOboken 3-8472 or REctor 2-125] 


Western Representative: George Boergerhoff, 29 East Madison Street, Chicago ¢ Telephone Dearborn 2878 











IT CAN HAPPEN T0 
YOUR bene teh 


A manufacturer of a widely distributed product 






aT | ina 





mid-western city was having trouble. 
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happened to his product. 
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from the factory to the consumer 













After much investigation starting 
with its manufacture through pack- 
ing, shipping, the retailer and finally 
the consumer—he discovered the rea- 
son—deterioration due to improper 
packaging. 

Then a frenzied search for a new 
container started. After many pack- 
aging consultations were held without 
solving his difficulty, Continental was 
called in to assist. 

Needless to say there would be no 
point to this story if we had not solved 
his problem. But this is typical of 
what occurs daily. Sometimes it may 


be only a simple matter such as a 
new type of closure or a newly devel- 
oped container which has remedied 
the situation. 

Then, more serious, the product it- 
self might require laboratory research 
to control some phase of its composi- 
tion after shipping. 

No matter what your difficulty or 
problem, Continental is prepared to 
offer any manufacturer a complete 
service which includes research, devel- 
opment, packaging design, and mar- 
keting. It will pay you to investigate 
Continental first. 


CONTINENTAL CAN COMPANY 


NEW YORK 
MONTREAL 


MODERN PACKAGING 





CHICAGO 


SAN FRANCISCO 
TORONTO 
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SHERFICK FARMS 


Winner of an 


All-America Gold Award 
ADOPTS THIS NEW 


FEDERAL 
DISPENSER!! 
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cloths for the users of Bee Hive honey now that Sherfick has adopted this sensa- 
1etey eed WN ak -lol-)aedMobl-jol-yels\-)@ 

Improved in design and construction, this closure permits firmer grasp of the 
pitcher, while a special non-jamming trigger easily controls the flow of the honey. | 
Release of the trigger automatically razors the drop of honey that previously 
rolled down the side of the jar onto the table cloth. 

For HONEY, SYRUP, CATSUP, SALAD DRESSING, and those products which 
must be mixed into-batter and poured into a pan for cooking, this Federal dis- 
penser will prove invaluable. As a low cost premium, or with special offers of any 
kind, it offers opportunity for greater initial sales and increased good-will. 
Investigate now!! 


FEDERAL TOOL CORPORATION | 


400 NORTH LEAVITT STREET - - - - - - - CHICAGO 








WARNERCRAFT | 


THE FINEST WORD IN PACKAGING 


In automatic packaging machines 


WARNERCRAFT Folding Boxes 


Are precise and uniform 


Or, if you use 


Hand-made luxury packages 


Where quality (WARNER-CRAFT) is 


Most essential 


You will also appreciate 


WARNER————CRAFT! 


THE WARNER BROTHERS COMPANY 
BRIDGEPORT CONNECTICUT 
200 Madison Ave., New York AShland 4-1195 








& 
DESIGN 


We maintain full time designers 
skilled in the art of creating and 
developing modern packages and 


displays. 
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Your 1938 CSyris tmas Box Coverings 





If you want to add that touch 
of ‘Class’ which spells for 
successful packaging — you 
should adopt one of our new 
1938 decorative papers. They 
are dashing in design and 
colorful in appeal — the 
creations of our foremost 


artists and style counselors. 


We will gladly submit samples and 
suggestions—just write us—no obligation. 


ROYAL PAPER CORPORATION 


Manufacturers of Decorative Papers 


ELEVENTH AVENUE AND 25th STREET 
NEW YORK, N. Y. 























There’s selling strategy in freshened-up 


design and decoration. *% ‘“‘NATIONAL’s”’ 


Packaging experts originate designs and 


select color decorations that suggest 
Quality merchandise, and bring it into 


instant notice on crowded counter space. 


SUBSIDIARY OF McKEESPORT TIN PLATE CORPORATION 


EXECUTIVE OFFICES e 110 EAST 42nd STREET »- NEW YORK CITY 
Sales Offices and Plants @ NEW YORK CITY + BALTIMORE « MASPETH,N.Y +« CHICAGO + BOSTON «+ DETROIT + HAMILTON, OHIO 
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“You pay your money and take 
your choice” at the syndicate store 
cosmetic counter. No specially 
trained salesgirls there—no demon- 
strations—no tested sales talks. At 
the majority of such counters you'll 
find more Packages by Ritchie than 
any other kind—and for the same 
reasons that you find leading prod- 
ucts in practically every field sold 
in Ritchie packages! 
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The same careful consideration of retail outlets—of buying habits—of 
consumer preferences—that makes Packages by Ritchie so successful 
in one field, is behind a Package by Ritchie in any field. The same manu- 
facturing advantages, too—volume production, special machinery, im- 
proved methods developed during 72 years of packaging experience. If 
you want your product to look as distinctive and desirable to your con- 
sumers as it does to you, dress it up with a Package that Sells — by Ritchie. 





Set-up Paper Boxes — Fibre Cans 


W. C. RITCHIE AND COMPANY + 8849 BALTIMORE AVENUE - CHICAGO , 


NEW YORK DETROIT CINCINNATI LOS ANGELES ST. LOUIS ST. PAUL DENVER 
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C. A, GRESEIN, FPUSLIS HEE, 


ALBERT Q. MAISEL, MANAGING EDITOR 


COLOR FOR SALES 


First of a series on how to use color to sell 
goods; how to cash in on the sales magic of 


color. Written for businessmen only. 


TELL THE AVERAGE BUSINESSMAN THAT COLOR 
is no mystery, that Color is as simple as personal sales- 
manship, that Color has been befogged too long by com- 
plicated theories and equations and hard-to-remember 
terms like value and chroma—and you will be accused of 
over-simplification. Yet Color ‘s no more mysterious 
than salesmanship; some men can sell and some can’t— 
some men can do beautiful and appealing things with 
color and some can’t. And all the personality courses 
and pep talks and color theories and high-sounding ter- 
minology won't make a salesman or a successful color 
man, if the feeling isn’t there. 

For no theory yet discovered can tell you, in advance, 
that a blue powder box will outsell a green box—as it 


did very recently. Nor will knowing that brown is a 
‘deep value’’ of orange enable you to foresee that a 
pure white soap in a tan wrap will outsell colored soaps 
in certain income classes. And simply because your 
product or package has been blue for years, or because 
red is your favorite color, there’s no justification for 
assuming that other colors might not appeal to many 
more shoppers and open many more purses. 


Sales Preferred 


Purse-opening is our main consideration here, as 


Editor's note: These non-technical color studies are 
being prepared by the staff of T. J. Maloney, Inc., with 
the collaboration of designers Raymond Loewy and 
Harold Van Doren, George Welp of The International 
Printing Ink Corp., and Ray Hookway of The Sherwin- 
Williams Co. 
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against the aesthetic or physical side of Color. For 
Color is one of the surest and simplest methods of attract- 
ing and pleasing the shopper to the point where money 
changes hands. At the age of two the magic of color 
appeal begins to show in the reaching of infants for cer- 
tain colors in chalks and paints, with preferences becom- 
ing stronger in maturity. Yet, with a few notable excep- 
tions, we select our colors by hunch and by individual 
preferences—sometimes right; sometimes wrong. We 
produce thousands of color-abominations every year, 
waste untold sums in selecting inappropriate colors or 
offering too wide a range of colors on our products (the 
automobile industry once required 13,000 colors) or un- 
popular ones on our packages. And far too seldom do we 
recognize the suggestion-power of color, the ability of 
color to make a product or package look larger, heavier, 
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lighter, stronger, cooling, mild, rich, soothing, stimulat- 
ing, pure, hot, expensive or clean. 

Which is why case histories of sales magic through 
correct use of color make such interesting reading. Cases 
like Cushman Sons, Inc., bakers, whose shops were re- 
designed inside and out with white fronts and simple gold 
lettering. They felt an immediate and, in some cases, 
spectacular sales increase. Or cases like Woodbury’s, 
whose traditional ivory and green packages were changed 
to a deep blue by designer Raymond Loewy, with a siz- 
able sales increase showing up in the first chain-store 
test. Results like these don’t come from guesswork or 
theory or the personal preference and desires of the 
chairman of the board. 

As a matter of fact, it’s hard to say exactly how they 
do come. Designers feel that certain colors are right for 
the specific job, just as a sales manager feels that a certain 
man will be able to sell his product, yet neither can be 
sure until a test is made. Most often they're right, but 
occasionally they're not. All a designer can do is ana- 
lyze the job to be done and then try to pick the right 
color scheme from among the 7000 colors which the 
human eye is said to be able to distinguish. 


Color’s Function 


Analyzing the job to be done by a color scheme calls 
for three things: a knowledge of color connotation, a 
knowledge of your competition, and a knowledge of your 
market. Don’t worry, if you're a busy executive, whether 
there are three or six primary colors or whether yellow 
is a complement of blue or violet. Any good designer 
knows—or can feel—color balance, harmony and con- 
trast. If you merely discuss with him the function of 
the color scheme, his work will have more freedom and 
your personal preferences won't enter the picture. 

Your executive job in selecting a color scheme might 
well be limited to deciding what you want Color to ac- 
complish. Do you want to catch the eye, or do you 
want your package or product to look pleasant in the 
home? Do you want it to shout, or stand quietly and 
with dignity? Would you accept a very unusual color 
for memory value, even if it didn’t quite answer to other 
rules? Do you want to differentiate between your vari- 
ous lines? Do you want to create an emotion? When 
these questions are fully answered, you can then turn to 
color connotation. 

This question of color connotation is a big one, espe- 
cially indiscussing colorin the larger ‘‘corporate-identity”’ 
sense, where it will meet the public eye in many ways— 
on packages, cartons, display trucks, freight-cars, adver- 
tising, letterheads, plant exteriors and interiors. A good 
color combination for a package may be questionable on 
a freight car or on a display. Yet, this broad use of an 
identifying and suggestive color scheme, wherever your 
company comes in contact with the public, should be 
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Towels ware towels until Cannon Mills put color on them and packaged them in colored containers 
whereupon they became Gifts. These five ensembles get excellent store and window display, sell as 
units for one to ten dollars. 


Writing letters in colored inks is an idea sponsored by Carter's Ink, and makes four bottles grow where 
one grew before. Packagz colors identify them and suggest the gay variety that colored inks put into 
letter-writing. 
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‘Snare, 


Color talks for Montgomery Ward and does a convincing job. Dark green and yellow paint a picture 

of rich grass and scattered sunlight on the grass seed package. Two-tone grayed-green on the soap 

wrap suggests water and richness. Blue-tan-red combinations on the shaving supplies are definitely 

masculine and highly visible. Baby colors, blue and pink, suggest the delicacy of the baby powder, 

while the varnish-like browns of the furniture polish and wax suggest the gleam of polished wood. 
Results: highly successful. 
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THE PREFERENCE OF 


kept definitely in mind, for many manufacturers—such as 
Hormel—have found it one of the soundest and most eco- 
nomical methods of doing an institutional job and creat- 
ing lasting identity and a subconscious public impression 
of the manufacturer. 


Blue Stoves and Black Needles 


But regardless of short or long term planning, color 
connotation boils down to what various colors mean to 
your market. What colors feel warm, which are cool? 
Does light green have the same feeling as dark green? 
Why did Macy’s find that stoves with blue handles were 


Colors ride the rails in New York Central's Mercury, a Dreyfuss design. 


COLOR 


AMONG MEN AND 


the poorest sellers? Why was that German export firm 
able to sell South America a huge supply of needles in red 
wrappers when a British firm couldn't sell the same 
needles in black wraps? Perhaps our first question about 
warm and cool colors is one of the keys. 

You'll find these warm and cool colors on the opposite 
sides of any color circuit. Warm colors are commonly 
thought of as red, orange and yellow, and the shades and 
tints made from these colors. They definitely feel warm 
in their effect on the emotions and also have an advanc- 


ing or penetrating quality recognized by all ages, sexes 
and income classes. Putting a warm color, such as red 
or orange, on a mentholated shaving cream package 


Soft tans, blues and greens 


give arestful, home-like air. Exterior colors suggest speed and strength. Courtesy Sherwin-Williams Co. 
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plate 


Cosmetic packagers like white plastics because it conveys a feeling of purity, of cleanliness. And the 
blue molded base makes the white look even whiter. Courtesy Plaskon Co. 


would be Exhibit A in any collection of color follies. 
Yet similar lack of connotation-knowledge can be seen 
in hundreds of American packages. 

Opposite these warm advancing colors you will find 
the cool, receding group—bluish green, blue and violet— 
colors that quiet the emotions, offer promise of coolness 
and rest. According to Sherwin-Williams’ engineers, 
such colors in paints—especially the light ice-blues— 
have repeatedly increased efficiency in laundries and bak- 
eries by their mental suggestion of coolness. Yet many 
products whose success depends on the creation of such 
emotions do not use these colors on their packages. 
Sleeping potions, summer beverages and soothing me- 
dicinal products are a few that might benefit by the use 
of cool colors on their packages and displays. 


Lukewarm Emotions 


Because these warm and cool colors are found opposite 
each other on a color circuit they are therefore ‘‘comple- 
mentary’’ and automatically harmonious. Hence you 
find many cases where warm and cool colors are combined 
on the same product or package. This causes, according 
to some colorists, a cancelling-out of each color’s emo- 
tional effect, just as warm water and cool water combine 
to make tepid water. Obviously this can often be 
taken care of by letting one of the colors dominate by its 
intensity or larger area. At any rate, it is immaterial 
in many instances where no particular feeling of warmth 
or coolness is desired, such as a carton for a pair of pliers, 
or a can of fly-spray. 

This division of colors into warm and cool types is just 
one phase of color connotation. There are dozens of 
other emotional responses attributed to this or that color, 


some of which sound logical, and some of which prob- 
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ably will bear testing before adoption. White obviously 
suggests purity and golden brown suggests tasty flavor, 
while violet and gold suggest luxury and richness. Since 
each color can have many other connotations and each 
market can have its own color taboos, one should not 
jump to the conclusion that a certain brown and green 
combination is ideal for a violet odor in perfume, even 
though these colors suggest woods and outdoors. Fac- 
tors such as competitive packages, similarity to other 
packages in the line, conflicts in display or store color 
schemes, legibility, distinctiveness, shelf environment, 
printing or coloring problems—should all be considered. 
For convenience sake, these factors are all grouped in a 
table elsewhere in this article. 


Dr. Winch or House-to-House 


Flip through any magazine or glance at any array of 
packages in a store, and you'll see a predominance of 
red. Apparently America’s No. 1 color rule is ‘When in 
doubt use red.’" Rule No. 1 might far better be ‘*When 
in doubt, find out,’’ for most color preference tests show 
that only 23 per cent of our voting-age males pick red 
as their favorite color—-44 per cent of them prefer blue! 

If it's women you're interested in, red here seems to 
justify the dominance most advertisers and packagers 
give it. Winch’s color preference tests show 42 per cent 
of the shopping sex voting for this warmest of colors. 
Purple, orange and green rank next, with the favored 
masculine blue coming in fifth. 

Taking it back a few years, we find college-age males 
still voting blue first and red second. Co-eds show the 
same preferences as housewives. Going still further 
back, we find grammar school youngsters of both sexes 
voting blue first, red second, yellow third and green 





























Economy is a color by-product on this Hormel truck, for the white reflects enough heat to cut 
refrigerator costs. Says designer George Switzer, ‘The white says Purity, permits quicker and 
easier recognition.” 


ASK YOURSELF THESE QUESTIONS 


before deciding on any color-scheme, before even 
submitting proposed designs to consumer tests: 


Is it appropriate? 

Does it convey the feeling of the product? 

Is it legible? 

Does it have proper visibility? 

Is there resistance to these colors in your market?* 

Are your colors light-fast in inks, paints, plastics, paper? 
Will the colors be chemically affected? 

Will they impart odor or color to the product? 

Will they rub, fade or check? 

Are the colors bright enough for the store's illumination? 
Are they too bright to live with? 


Do different parts of the country prefer certain colors? * 


* In China, white means mourning; South Americans 
don’t like dark colors; men are not fond of pure yellow 
and orange. 
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fourth. Babies reach for red, blue and white in the 
order named. If you're selling baubles to savages, you 
probably know already that they prefer red, yellow and 
orange to blue and green. 

All of which may indicate a general male preference 
for cool colors and a feminine preference for warm ones. 
But so many factors enter into color preferences—factors 
like fashion, season, product, environment, connotation 
and the like—that an obvious indication of red on a pack- 


HERE’S WHAT THEY MEAN 


in the opinion of some color authorities. But in- 
dividual market pecularities, competition or other 
associations can sometimes knock any one of them 
into a cocked hat, as can the use of certain shades, 
tints or modifications of each color. 


RED 
Fire, heat, excitement, strength. 
ROSE 
Daintiness, softness, fragrance, freshness. 
ORANGE 
Warmth, action, power, tastiness. 
MAROON 
Richness, solidity, luxury, quietness. 
OW 
Brightness, airiness, refreshment. 
DARK BLUE 
Coldness, formality, depth, haughtiness. 
LIGHT BLUE 
Coolness, fragility, daintiness, youthfulness. 
RK GREEN 
Unhealthfulness, cheapness, coldness. 
LIGHT GREEN 


Freshness, crispness, coolness. 


Royalty, stateliness, opulence. 


LAVENDER 


Fragrance, richness, refinement. 


BROWN 
Wholesome- and mellowness, age, utility. 


GRAY 


Miidness, softness, reserve, primness. 
WHITE 
Purity, professionalism, cleanliness, chastity. 


BL. 
Strength, mystery, heaviness, coldness. 


age may easily give way to a lettuce green or a pale buff 
when put to a careful market test. 

Speaking of market tests, this is one of the most im- 
portant stages in a manufacturer's awakening to the sales 
value of color. Nowhere in these columns has a dog- 
matic statement been made on the right colors for a cer- 
tain job, for the simple reason mentioned previously: 
that a designer may feel a certain color combination 1s 


right, but he isn’t sure until tests are made. 


30 MODERN PACKAGING 








Tests may mean asking five of your stenographers how 
they like a sketch of a new package. The answer will 
usually be a cooing approval. Or it may mean hiring 
several men to ring the doorbells of hundreds of homes of 
a certain assessed valuation, asking each housewife 
which of these half-dozen packages or products—similar 
in everything but color—she really likes best. This type 
of test was made on a projected new brand of beauty soap 
by a famous soap manufacturer and the housewives al- 
most unanimously voted for pure white soap in a warm 
tan wrap in preference to other color combinations. 

General Motors go even further in color-testing. 
They get votes for certain colors from millions of car- 
buyers by sending out millions of questionnaires. 
Macy’s can tell you that red, ivory, green, blue and yel- 
low are picked in that order for bathrooms and kitchens 
in the New York metropolitan area. Color experts have 
found that tan cars sell best in the West and black cars 
in the East; that fountain pens in a certain green are 
most popular; that coral and lilac were best sellers in 
boudoir sets; that candy sells much faster in red than in 
blue wrappers; that white eggs in a blue box sell 30 per 
cent better. Carry it even to wild life: a California 
entomologist found that five thousand grape-leafhoppers 
per night would fall for a certain pale blue neon light 
with which he lured them to their death by electrocution 
in a new bug control device. P.S. They spurned red! 

Be that as it may, there’s no substitute for a house-to- 
house survey in your proper income groups with dummies 
of your product or package in several favored colors, to 
verify the color choice of your designer and that of 
your executive staff. 

All of which leads us to one conclusion: Color is 
coming out of the realm of legerdemain. As businessmen 
become more aware of Color’s place in the fine art of mer- 
chandising, they will approach it in a saner, more level- 
headed way, just as advertising had to go through a 
stage of hocus-pocus before it emerged as a scientific tool 
for moving goods off shelves. If this introduction to 
Color in Business has done no more than stimulate execu- 
tive color consciousness and point out the dangers of 
dogmatic rules, personal taste or involved equations and 
theories—we will feel that a start has been made. Next 
month we will begin to take up the major uses of color 
in business and industry, new color processes being de- 
veloped, how to avoid bad color combinations and the 
like—once again, without using many words of more 
than four syllables. 


Editor’s Note: If any of our readers’ experiences with 
color either confirm or disagree with statements made in 
this article, we will be glad to hear from them. Also, 
those who have discovered cases where color, in prod- 
ucts or packages, has affected sales, shown interesting 
likes or dislikes or produced odd consumer reactions, 
are invited to write. Only by a free exchange of such 
knowledge can business progress in its use of color. 








PACKAGES FROM THE 
1957 ALL-AMERICA 


PACKAGE COMPETITION 





In the March issue of Mopern PackaGiNG, the award-winning packages 
and displays in twenty-one divisions of the All-America Package Competi- 
tion were illustrated and described. These were the creations selected by 
the All-America Board of Judges as the most noteworthy products of the 
packaging industries in the year 1937. 

Yet in many classifications, the selection of three prize-winners did not 
begin to exhaust the supply of truly outstanding entries. Among the 21,000 
packages and displays entered in the 1937 Competition were literally hun- 
dreds which evidenced—to greater or less degree—the outstandingly suc- 
cessful solution of problems of consumer convenience, product protection, 
transportation, presentation and display. 

The task of the judges was, perhaps, made easier to some slight degree 
by the knowledge that, with its April issue, MopERN PackaGING would 
present a series of ‘‘Honorable Mentions’’—and thus give deserved recog- 
nition to some, at least, of the many entries representing noteworthy and 
successful designing, production and merchandising efforts. 

On the pages which follow, therefore, will be found a wide variety of 
packages, differing from each other in almost every respect, but having one 


thing in common, namely, sound functional design, which has fitted these 


packages and displays for the marketplace and qualified them for the well- 


deserved sales they are today earning for their sponsors. 








1. Because its designers have cleverly symbol- 
“a 


ized the use of the product in their design. 
Because the can fills through a wide bottom 
opening and thus achieves production econo- 
mies. Because foil, introduced to protect 
the product against moisture, has been cleverly 
utilized for display value and eye attraction— 
designer Lawrence Gayda and Calgon, Inc., 


receive Honorable Mention. 


2. The use of set boxes by tobacco packagers 
has grown in recent years as a means of inducing 
gift purchase of groups of packages, no one 
of which alone would constitute a sufficiently 
impressive gift. The S. S. Pierce Co. has here 
achieved an admirable display effect through 
the use of a simple set-up paper box covered 


with imitation fabric paper, edged in gold. 


3. Combining the rich high lustre of smooth 
black plastics with a pebble grain black fabric 
decorative inlay and gold plated metal inserts, 
Benson & Hedges, cigarette manufacturers, 
have achieved unusual distinction for its gift 
container, designed to hold a standard shook 
of 100 cigarettes. Without trade mark or other 
identification on its outer surfaces, the container 
becomes a display when its lid is lifted to dis- 


close a paper display lining the lid interior. 


4. To induce the re-purchase of a single brand 
of cleanser, designers Barnes & Reinecke pro- 
vided this molded dispenser for the Cameo 
Corp. Offered as a premium on a quantity 
ourchase, the dispenser carries an identifying, 
though unobtrusive cameo on its side. Plastics 
were used for permanence and to eliminate 


water-induced deterioration. 
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5. To capitalize upon the widespread popu- 
larity of its radio characters, the S. C. Johnson 
Co. successfully merchandised this three di- 
mensional, life-size display. An actual wire 
basket, containing a selection of Johnson’s 
household wax products, is suspended from 
a large rear panel of the unit and further sup- 
ported by a reproduction of a bicycle’s front 
wheel, this latter, set a few inches forward 
of the main body of the display, heightens the 


three dimensional effect. 


6. Problem: To provide a re-usable jigger 
cap which would surmount the tax stamp and 
metal seal of the whiskey bottle while per- 
mitting both of these to be seen by the con- 
sumer. Solution: A transparent amber closure 
of unbreakable plastic material. Honorable 


Mention to Ben-Burk, Inc. 


7. Using a glass jar closely simulating, in 
shape and texture, the old fashioned bean pot, 


Maine Canned Foods, Inc., have wisely segre- 


gated all information and branding upon the 
metal closure and the thin band type label set 
on the sloping shoulder of the jar. Thus the 


main portion of the package remains unob- 
structed, free to tell its appetizing story. Label 


and closure utilize the same color scheme. 


HNSONS 


Polishing GLO-COAT 











8. Reportedly the first full-quart beer can 
placed upon the market. The public acceptance 
for this Ballantine’s Ale container has been 
sufficient, it is further reported, to induce at 
least 14 other brewers to utilize the same type 


The can, like the 


standard Ballantine can, utilizes the copper 


of ‘Bumper’ container. 


color of the container itself as background for 


the green and black trade mark. 


these 


9. Designed for 


shampoo and wave lotion packages utilize 


beauty shop use, 


attractive tall-necked bottles surmounted by 
The shape 


of the bottle provides the necessary low center 


plunger type spray mechanisms. 


of gravity and stability which is an important 
consideration in a busy shop. The dispensing 
mechanism insures sanitation and economical 
use of the product. Labeling is restricted to 
a single line of lettering, without background, 


on each of the bottles. 


10. The Ma Brown preserve line of Squire ing contents. Particularly interesting is the 


Dingee Co. has been redesigned to provide 


a close relationship between closure and label 


and the fullest possible display for the appetiz- 


position of the label on the jar, placed at the 
top in order to insure visibility when the lower 


portion of the package is masked. 





11. This unusually attractive family group of 


Dorothy Gray toiletries is distinguished by 


the restraint which characterizes the treatment 
of each unit in the line. A number of packages, 


moreover, present unusual—and_ intelligently 


* * * 


19. The Personal Products Corp. has here 
made ingenious use of an inexpensive folding 
carton, equipped with transparent cellulose 
windows to provide visibility of the new 
product, thus making the sales clerk's explanatory 
job a far easier one. The cartons are printed 
in a single shade of rose with all lettering 


reversed to expose the white cartonboard. 


13. Because ordinary soap does not lather 
in salt water, Marton Freres, Inc., have devised 
a sea water soap. Taking their design cue 
from the nature of the product, they have used 
a nautically patterned set-up box. Because a 
smooth bottle easily slips out of a wet hand, a 
canvas bag, stitched in nautical design with the 
product name in bright colors, is placed around 


each glass container. 


used--innovations: notably, the Cream Con- 
centrate jar seen in the lower right hand corner 
of the illustration. Here a transparent plastic 
molded plaque, engraved on its rear face, is 


used as the top of a metal closure. 











15. Doubled sales since the introduction of 
these packages would provide reason enough 
for the awarding of Honorable Mention to 
the Farm King Packing Co. The provision of 
unusual eye appeal, both on shelf display and 
on the consumer's table adds further reason 
for the award. With the exception of the 
catsup and chili sauce containers which are 
more in the traditional shape—the products 
are packed in bottles having low centers of 
gravity end high stability. The white plastic 
outer closures, extending far down the bottle 
neck, provide an unusually attractive decorative 
note end the color treatment of the labels 


s likewise most commendable. 


14. Franklin Baker Division of the General 
Foods Corp. uses this multi-wall shipping bag 
to transport coconut from the Phillippine 
Islands to domestic processing plants, re- 
placing wooden cases which were awkward 
to handle, difficult to open, required grease- 
and moisture-proof lining papers and pre- 
sented a problem in ultimate disposal. The 


new containers are easily stowed, easily handled 


by a single stevedore and have been found 


far more attractive and stronger than the former 
packages. In addition, they have provided a 
13-lb. reduction in shipping weight. 





16. Fewer products would seem to have less 
gift appeal than standard packages of tooth 
paste, antiseptic or shaving cream. Yet, by 
housing these products with a razor and blades 
in a handsome embossed leather gift box, the 
Lambert Pharmacal Co. has achieved unusual 
sales success and has succeeded in placing its 
products in preferred displey position on store 
counters which would be unobtainable for 


such purposes without this gift package. 


17. So-called penny catchers represent a 
tried and true merchandising device. The 
American Chicle Co., however, has achieved 
unusual success with this black molded plastic 
device which has won a position for itself on 
thousands of drug and cigar store counters. 
The unit is distinguished by the accessibility 
it provides for the product, by its large reser- 
voir capacity and by the inclusion of the re- 
movable cup—of molded plastics—into which 


the consumer may drop his purchase pennies. 
* * * 


18. Increased sales, lowered damage losses 
and pronounced dealer enthusiasm have fol- 


lowed the introduction of these ‘‘Pakade’’ 


type folding cartons for the Velvet Grip 
Foundations of the George Frost Co. The 


containers are easily assembled, easily re- 
opened and re-closed when examination is 
necessary, and so constructed that the trans- 
parent cellulose which forms the window ex- 
tends as a lamination over the entire outer 


surface of the container. 


19. To provide an extremely masculine display 
eppeal for a set of masculine toilet accessories, 
Parfums Charbert, Inc., utilizes a brown pebble 
grain, hinged-lid set-up box, so constructed as 
to form a silver-lined display case when placed 


in open position in windows or on counters. 
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90. The St. Denis De Luxe line was created 
to fit the moods of the woman whose taste 
runs to a perfume more sophisticated than the 


simple floral odors. The containers were de- 


91. For the general attractiveness and skill 
with which the atmosphere, built into the 


larger containers, has been carried over without 


signed to convey just this impression and are 


characterized by a simplicity of design and by 


the use of classic white and gold colors to 


emphasize the appeal to sophistication. 


distortion to the small bottles of the line, a well 
earned Honorable Mention is awarded to the 


Calvert Distillers Corp. 





99. The book-shaped gift package is not 4 


new idea. 
it was found particularly suitable as a holiday 
package for the Irish whiskey of William 


The volume bears the 


But executed in fine tooled leathers, 


Jameson & Co., Inc. 


title “10 years in the Irish Free State.” 


A round transparent rigid container has 


eo. 


proved the most logical means of demonstrating 


and sampling the insulating material used on 


General Electric ranges. The printed ad- 


vertising message on the top of the container 


is clearly and distinctively set off by the white 


background of the contents. 


24. Combining set-up boxes, transparent 


bottles, opaque jars and molded and metal 
containers, this Ina de Cris family achieves a 
pleasing unity between all its items through the 
use of an identifying transparent label whose 
gold finds an equally satisfactory background on 


the white and the transparent packages. 











95. The Old Drum bottle carries the eagle 
and stars in true early American style. The 
label is more in the modern manner. Yet, the 
Calvert Distillers Corp. has managed to combine 
the two to form a package of extremely pleasing 
appearance and one which has proved its 


attractiveness in terms of sales. 


96. Wildroot Co., Inc., sponsors this simple, 
well shaped hair tonic bottle with a short 
neck well suited to the oily contents of the 
package. The prismatic molding of the glass 
both provides a handy non-slip grip and serves 


to enhance the appearance of the contents. 


97. This sparkling square bottle for Bubble 


Bath, a product of B &L Laboratories, Inc., uses 


an allover etched design on its straight sur- 
faces both to tie-in with the foam-suggesting 
product name and to insure grip-proofness 
when the container is handled in use. The 
label fits over the neck of the bottle and is sur- 
mounted by an attractive white molded plastic 


closure. 


98. Designed to increase the unit purchase 
for these previously unpackaged Georgia- 
Kincaid Mills’ wash cloths, this container houses 
five spirally wound colorful cloths in an easily 
handled form. Seen under their transparent 
windows, these sets are reported to have 


produced an increased volume of sales. 
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99. Designed for inexpensive mixed liquors, 
the Vita Carbonated line uses identical bottles 
and distinguishes between products by a change 
in label color. The rainbow effect of the series 
of labels is reported to have encouraged dealers 


to display the entire line. 


30. Unusual in their display value and appetite 


appeal are these Twinkle Gelatine dessert 


packages of the Kroger Grocery & Baking Co., 
which utilize full color photographic repro- 


ductions of the fruits whose flavors distinguish 


the individual packages. 


31. This two piece, windowed, folding box 
was tested against alternate package types by 
J. P. Stevens & Co., Inc., and outsold the 
alternative packages by a three-to-one ratio. 
Since its selection and test, the container is 
reported to have produced a more than satis- 


factory volume of sales. 


32. A simple easeled display card utilizing 
a plain black and white photographic repro- 
duction with color only on the border and the 
package label, this unit depends upon the 
powerful and appealing illustration for its effect 
—so powerful and so appealing as to outsell 


many more elaborate displays. 

















33. Seen above are a few of the hundreds of 


items of the Red Arrow line as previously 


packaged by the Southwestern Drug Corp. 


The line, like the company, had grown during 
21 years in random fashion. Under the di- 
rection of O. N. Inabnit, the entire line, seen 
at the right, has been redesigned and provided 
with a family resemblance built around the 
Red Arrow insignia. Sales of both individual 
units and the entire line have been reported to 
have reached an all time high since the intro- 


duction of the new containers. 
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34. For the liquor distilled in the town in 
which Stephen Foster wrote “My Old Ken- 


tucky Home’—a town whose very name 


suggests music—it was but fitting to find a 


merchandising appeal in the tie-up between 
Bourbon and old fashioned country music. 
The musical motif has been carried—without 
freakishness or loss of practicality—right into 


the shape of the bottles, which find a firm 





base, adequate finger grip, a fine pouring neck 
and ample label space in the various portions 
of the fiddle shape. The design and theme 
have been carried over to promotional booklets, 
displays, counter cards and to the advertising. 
The whole forms a truly unusual line which 
has capitalized, in its packages, upon the 
unusual promotional angle and yet avoided 
all of the pitfalls of gaudiness and queerness 


which usually accompany such packaging efforts. 


35. Coty, Inc., has secured an unusually wide 
and permanent display distribution through 
the use of these wood, metal and glass display 
units which have achieved preferred counter 
positions, both because of their selling ability 
and their fine appearance when used on the 
more modern type of drug store display counter. 
The upper unit holds a range of perfumes under 
glass while presenting five bottles, for close 
examination, in a theft-proof roller equipped 
revolving platform. The lower display has 
a special mixing board upon which powder 
may be blended and sampled and is equipped 
with a chain-held mirror to encourage sampling 


of lipsticks and rouge. 
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1. Each of the “Ghost” packages is identical except for name and color changes. Note explanatory front panel on boxes. 


by EVERTS 


MR. GHOST WENT TO TOWN—NOT ANY ORDI- 
nary ghost, but a triple threat, galloping ghost that 
went through strong defensive opposition and scored 
some sales figures that made him a nationwide favorite in 
less than a year! 

““Spooky,’’ you say, ‘‘all this talk about ghosts.”’ 
However, the story behind the three ghosts of the New- 
ton Line Co. is no tale of elusive, ethereal spirits haunt- 
ing old maids’ boudoirs, but the tale of a planned cam- 
paign for selling an item that really upset staid old tradi- 
tions in the fishing line industry and, ghostlike, stole 
into the hearts of fishermen and into the top bracket 
sales figures of sporting goods dealers and jobbers located 
all over America. 

About 1930, new blood came into this old industry at 
the Newton plant and with it came new ideas and men 


* FM. Howell & Co. 


who had sound backgrounds of retailing—men who 
would and could see with the customer's eye the results 
of the efforts that they were making. Steady progress 
was made, new methods were introduced, scientific 
processes were brought to an industry that had long 
plodded along on theory and superstition. Colorful 
packages with S. A.** were placed on formerly drab and 
merely utilitarian items. Quality merchandise was 
dramatized, set up like jewels, and the trade found that 
these goods lent themselves to attractive display and 
actually sold themselves. 

Many fishermen found that they fished better and felt 
better with Newton lines. Their quality was immedi- 
ately apparent and while the angler did not know en- 
tirely why—yet he began to demand only Newton lines. 

The Newton management could have told him why, 


** Sales Appeal. 
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for they had studied human responses to color, and ex- 
perimented until they developed lines that could do the 
job they were sold for. Claims were made that a few 
years ago would have seemed preposterous, but here were 
lines that were doing the things claimed for them and 
repeat sales began to play sweet music to dealers’ and 
jobbers’ ears. 

Right there, sitting on top, so to speak—you'd have 
thought the Newton boys would have felt pretty well 
satisfied—and let it alone, but right here is where our 
story really begins. 

In 1935 President ‘‘Ed’’ O'Connell said, ‘‘Everyone has 
a black silk casting line, everyone has a linen line, every- 
one has a fly line—most of them look about alike, even 
if we do know that ours have superior qualities and their 
sales reflect it. Now, here's where we bring out a line 
with qualities that no other on the market has. We 
are going to revolutionize this business."’ And they did— 
with the now famous, “‘Grey Ghost,’’ ‘“‘Black Ghost’’ 
and ‘‘Golden Ghost’’ silk casting lines! Here were 
lines that for the first time used the patented process, 
“‘Cravenette’’ that stands for water-proofing in one of its 
most highly developed forms, all over the civilized 
world. Two years’ time was required to iron out all the 
kinks, perfect the application of the “‘Cravenette’’ proc- 
ess to the delicate silk strands before braiding and de- 
velop special water-proofing solutions and methods for 
processing the line after braiding. Thus, for the first 
time, fishermen were offered a double protection against 


2. Box interiors serve as display background. 
3. Cut-away showing patented construction 
of box base to protect the line from chafing. 
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water action, and definite tests have repeatedly shown 
the superiority of the “‘Ghosts’’ (as these lines were 
called) over any water-proofed silk line previously 
known of on the market. 

Then, to provide the angler with lines as nearly in- 
visible as possible in all kinds of water, this group of new 
lines was introduced in three colors, ‘‘Golden Ghost,” 
a yellow line for slightly muddy water; ‘‘Grey Ghost,” 
a silver line for clear water and the traditional ‘Black 
Ghost’’ for fishermen who simply prefer the old ortho- 
dox color for their fishing lines. 

Newton then called their box makers and printers into 
conference and told them to ‘‘shoot the works’’ on the 
boxes, displays and advertising materials for the new 
products. Much effort and thought went into the de- 
signs and coloring of these packages and undoubtedly 
played a great part in the line’s success. A silhouette 
ghost was prepared to symbolize the name and was used 
throughout the advertising, catalogs, packages and 
labels. The lines were packaged in set-up cardboard 
boxes with hinged covers and varnished exteriors for 
protection from soiling and to add vivid coloring. 

The bright red base of the boxes contained a die-cut 
“‘filler,’’ a patented feature, for holding the spools of 
line. Below this ‘‘filler’’ was a corrugated insert that 
raised the spools, affording a better display and pro- 
tected the lines from chafing. The photograph of the 
cut-away box shows how this functions. The inside box 
label emphasized the ‘‘Cravenette’’ trade mark and in- 
cluded the phrase, “‘ “Cravenette’ treated casting lines will 
not waterlog.”’ 

A radical step was taken on the front edge of the 
boxes. Esthetic taste was made secondary to practical 
merchandising for, right here on the front, was graphi- 
cally, yet simply illustrated the ‘‘why’’ and ‘“‘how’”’ of 
‘‘Cravenette’’—where no one could miss seeing it. Re- 
sults proved the importance of this selling help. 

Individual color treatment was used on each of the 
three different boxes and labels, yet a uniform design was 
retained. The ‘‘Black Ghost’’ was packaged in a black 
box, the ‘‘Grey Ghost”’ in a silver one and the ‘Golden 
Ghost’ in a gold box. For protection in shipping, a 
cardboard sleeve was used. This sleeve allowed full 
visibility of the descriptive end labels, which provided 
easy and positive shelf identification. 

The lines themselves were wound on attractive spools 
and finished with foil labels presenting an almost jewel- 
like appearance in the rich boxes. Said Mr. O'Connell 
at the close of the first season, “‘I found people who 
know modern merchandising methods really eager to 
stock these new lines. We attained almost universal 
distribution in record time, because dealers felt this to be 
a most progressive step and were pleased to know that 
the science of color, art and design were being applied to 
items that were formerly considered prosaic. We be- 
lieve we have actually made the greatest improvement 
in the last 40 years with these new ‘Cravenette’ treated 
Newton's Ghost lines. They are properly packaged and 
if the first year is any criterion, they are going to make 
history in the fishing line industry.”’ 






































ONCE THE LARGEST FACTOR IN JTS FIELD, THE 
Clicquot Club Co. has for many years occupied an impor- 
tant position among manufacturers of ginger ale. But, 
particularly since repeal, it has found itself in an in- 
creasingly difficult competitive situation in relation to 
local manufacturers. 

Clicquot’s product has been manufactured in one huge 
plant located at Millis, Mass., where a natural spring 
supplies water of the qualities desired for their product. 
The Millis plant has had the advantages of mass produc- 
tion economies in its favor, but long distance deliveries 
to major markets tended to increase the cost of Clicquot 
Club’s products when laid down at the grocer’s door and 
the problem of bottle returns added extra difficulties. 






























CLICQUOT TURNS TO CANS 


Thus Clicquot has been the most logical of the many 
firms in its industry for attempting the application of 
some new packaging method which would reduce ship- 
ping weights, facilitate handling and end the problem 
of return containers. 

The basic idea was essentially similar to that adopted 
by many brewers for the packaging of beer, namely, the 
use of metal cans. The number of special problems, 
presented by the nature of the product, and the recently 
announced container, which was finally adopted, repre- 
sents more than two years of joint research work on the 
part of Clicquot Club and the Continental Can Company's 
engineers and chemists. 

The new container was designed to withstand the 
high pressure required for the packaging of carbonated 
beverages. A reinforced seam and concave bottom were 
provided to afford greater strength. A specially treated 
‘‘wax"’ lining was developed to hold and maintain flavor. 

Preliminary introductory tests have so far been con- 
ducted in Boston and in Greater New York and a marked 
success for the new container is indicated. 

For about a year past, test lots have been canned 
and experimented with in a series of blindfold tests to 
detect the presence of any flavor differences induced by 
the can. Aging tests were also made to determine 
whether any change in flavor occurred with the passage 
of time. Presumably, both these series of tests provided 
favorable results and have now led to the more extensive 
marketing tests. 

The container itself is of the cap-sealed type and is 
lithographed in a deep blue background with the familiar 
Clicquot Club Eskimo boy trade mark and with red and 
yellow lettering. A rim of white icicles crowns the top 
of the can, further suggesting the cooling qualities of the 
product contained within. 






Left: While chiefly distinguished by new constructional 
features, the Clicquot Club can stands out as an extremely 
well designed adaptation of elements found on the old 
bottle labels. Below: The specially fabricated reinforced 
seam is designed to withstand high carbonation pressures. 
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THE ALL-AMERICA PRESENTATION DINNER 


THE: DINNER AT WHICH THE PRESENTATION 
of awards is made in conjunction with the All-America 
Package Competition has become an annual occasion 
looked forward to by literally hundreds of those whose 
business brings them each year to the Packaging Exposi- 
tion and Conferences. This year, with more interest 
shown in the All-America Competition than ever before, 
the presentation dinner evoked even greater interest 
than in earlier years and the publishers of Mopern Pacx- 
AGING, who sponsored both the Competition and the 
dinner, were literally swamped with applications for 
tickets of admission. With guests numbering well over 
500, the dinner was held in the Grand Ballroom of Chi- 
cago’s Stevens Hotel and was opened with the singing of 
both the American and British National Anthems by 
Miss Olive Johnson of the Chicago Civic Opera Co., as a 
tribute to the large delegation of Canadian package users 
and suppliers who this year for the first time participated 
in the All-America Package Competition. 

Charles A. Breskin, publisher of MopERN PackaGING, 
welcomed the guests. Alvin E. Dodd, president of the 
American Management Assn., introduced Dr. Glenn 
Frank, principal speaker of the evening. 

Prior to the presentation of awards, Mr. Breskin ex- 
plained the purpose and the function of the All-America 
Package Competition and detailed the manner in which 
the judges performed their arduous tasks. 

The climax of the evening was the presentation of a 
color and sound motion picture, ‘‘Over the Counter and 
Off the Shelf,’’ sponsored by Mopern Packaaine, this 
film representing the first successful application of sound 
on 16 mm. Kodachrome film. The film was divided in 
two parts, one having as its plot the manner in which 
packaging industries have adopted the streamlining 
principle and devised their products to fit the needs of the 
fast living modern age. The second portion of the film 
introduced, in rapid succession, each of the prize-winning 
packages and acknowledged its sponsorship, explaining 
through the commentator’s voice and the action on the 
screen, the reasoning behind the development of each 
package which had caused it to be selected for award by 
the All-America judges. Distribution of the Gold, 
Silver and Bronze Trophies followed the presentation of 
the film and brought the dinner to a close, each guest 
leaving with a large gift box representing the gracious 
contributions of a number of leading firms. 

Herewith are presented the more salient portions of Dr. 
Glenn Frank’s address: 

‘‘Americans are free to drive their automobiles, but 
there are traffic rules. Intelligently formed traffic rules 
make the freedom of driving more valuable and less 
perilous for driver and pedestrian. 


‘When we speak responsibly of free enterprise, we 
mean enterprise free to act on its own best judgment save 
for the limitation of decent economic traffic rules 
These economic rules serve the same purpose as auto 
mobile traffic rules. They are to make easier the progress 
of the driving forces of enterprise, while guarding against 
injuring others. 

“No intelligent businessman, industrialist or financier 
questions the necessity of decent economic traffic rules. 
Free enterprise is courageous. It asks no one to guaran- 
tee its profits. It asks no papa, political or otherwise, 
to give it cost of production, regardless of the efficiency 
or inefficiency of its productive and distributive processes. 
It has courage to invest, to take risks. 

‘Free enterprise is flexible. It faces bad and good 
times with equal realism. It knows that, when times 
are bad and work is scarce, a high wage rate with little 
work and a small total income for the worker is not as 
sound as a lower wage rate with more work and a larger 
income for the worker. 

“When times are good and work is plentiful, low 
wages cut down its market instead of enlarging its profit. 
Free enterprise can’t be rigid. When it is free to be 
flexible, it makes for maximum production, maximum 
consumption, maximum wages and, of course, maxi- 
mum total profits. (Continued on page 58) 
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IN SO-CALLED “INDUSTRIAL PACKAGING,” AS 
contrasted with ‘‘consumer packaging,’’ many special 
problems arise which add to the difficulties of the pack- 
age supplier and the package designer. This condition 
is all the more true because of the more recent develop- 
ment of packaging of products for industrial use. While 
the designer of consumer products may lean upon years of 
experience in related fields, he who plans an industrial 
package must often pioneer with his own research. 

Such has been the case with the new package de- 
veloped for Bliss Fabyan & Co., manufacturers of a fabric 
milk filter. The product itself represented an innova- 
tion in the field, induced by the increasing strict regula- 
tions of public health agencies. In the Eastern states, 
in particular, officials have recently given much attention 
to the filtered milk of producing dairies, and recent laws 
have made mandatory the use of a ‘‘one-time’’ filter. 
The practice of using any convenient piece of cloth, wash- 
ing it out and then using it again, has been outlawed in a 
number of states and the movement is spreading. 


Ingenious construction provides a tamper-proof seal 
for this folding carton of milk filters while provid- 
ing continued sanitation for the product when 
in use. Photo courtesy Robert Gair Co., Inc. 

































SANITATION VIA THE CARTON 


Hence the proposal to produce a ‘‘one-time’’ fabric 
milk filter was found, on investigation, to be economi- 
cally sound, and the company, therefore, turned its at- 
tention to the problem of packaging and merchandising 
the proposed product. 

A series of desirable qualities was listed, and packager 
and boxmaker together sought a container which would 
meet each of these requirements. Considering what was 
sought for quality and the manner in which the con- 
tainer meets these needs, we find the following: 


1. The first requirement, and the most important, was 
sanitation. The box must be so constructed as to 
reach the ultimate consumer with its contents as clean 
as when originally packed. The box, moreover, must 
permit the retention of product cleanliness while in 
the hands of the consumer. 

The container which was developed is so constructed 

as to be completely sealed up to the time of opening 
by the consumer. Jt is thus tamper-proof and re- 
sistant to contamination. When the consumer breaks 
the seal, the box becomes a service unit from which 
one or more of the filters may be withdrawn at a time. 
Ingenious folds at the end of the container permit clos- 
ing of the box in a substantially dust-proof manner. 
The end opening keeps contamination out of the box 
when the product is being withdrawn, since dust can- 
not form upon the filtering fabrics. 
2. Second in importance was ease of extraction of con- 
tents. It was deemed advisable to give considerable 
attention to the farmer's lack of time and probable pa- 
tience. Only a single filter is used at any given point 
or time and if, in an attempt to extract one filter, the 
farmer is compelled to exert more than one motion, it 
was felt that the package would not be performing its 
fullest possible service. 

In solving this requirement, the end-opening feature 
permitted easy access to the top filter, no matter how 
many of the filters within the package had previously 
been consumed. 

3. Sturdiness was obviously required since packages 
would frequently be in use for a period as long as a 
month. The folding construction of the container 
with its reinforcement and double walls was found to 
provide sufficient sturdiness to outlast the product. 

4. The final requirement demanded that the cost fac- 
tor be kept within reason and here, once again, the 
folding construction was found to be ideal. 


The manufacturers report a wide acceptance for the 
package, both on the part of individual consumers and 
dealers and on behalf of a number of dairy authorities 
whose regulations for sanitation led to the original de- 
velopment of both product and package. 
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IN CHICAGO'S PALMER HOUSE, THE EIGHTH 
Annual Packaging Conference and Exposition was held 
from March 22 to 25, inclusive, under the auspices of the 
American Management Assn. 

The Eighth Annual Packaging Conference opened 
under a cloud induced by the current business situation 
and reflected in several ways by the show itself. How- 
ever, by mid-morning of the first day, it was apparent 
that attendance would reach very satisfactory levels. 
By the end of the week the majority of the exhibitors 
were heard to express a very fine degree of satisfaction 
with the interest shown by visitors in new developments 
of the year and with both the sales and prospective sales 
arranged for during the week. Several machinery manu- 
facturers, particularly those making the lighter sorts of 
equipment and hence the types of equipment most likely 
to be bought on the spot, reported an unusually high and 
totally unanticipated number of sales which were actu- 
ally made on the floor. 

Attendance figures far exceeded expectations, the total 
attendance running to 6554, approximately 50 per cent 
in excess of that achieved when the conference was last 
held in Chicago and only slightly under the attendance 
of last year’s New York show. 

The program committee, in planning conference ses- 
sions, very wisely chose to emphasize even more than 
was formerly the case, the many sides of the various 
questions under discussion. Thus session after session 
found two or more speakers entering upon what were 
essentially good, spirited debates on questions of vital 
interest to the packager and the merchandiser. This 
tendency was particularly to be noted in the Packaging 
Machinery sessions where machinery manufacturer and 
machinery purchaser discussed such questions as ‘‘Co- 
ordinating the Work of Production Manager and Ma- 
chinery Builder’’ and ‘‘Performance Standards for 
Packaging Machinery: Trial vs. Guarantee.”’ 

If criticism is in order, it might be pointed at the ab- 
sence of more of these sessions in the Unit Packaging dis- 
cussions, where the audience found a tendency for the 
successive speeches of any full session to be devoted to 
subjects of widely differing natures. 

The program committee very wisely showed a timely 
interest in the rapidly developing subject of Informative 
Labeling and its choice of speakers in the discussion on 
the subject cannot be too greatly praised. The increas- 
ing importance of the consumer organizations and the 
rapidly increasing demand of certain retailer groups for 
informative labels has made this topic one of paramount 
interest, not only to manufacturers in certain limited 
categories in the food and drug fields but to almost every 
major packager. 

The program committee likewise seems to have heeded 
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some of the complaints made last year in respect to com- 
parative absence of speakers presenting the viewpoint of 
the retailer. The entire program of the Conference re- 
flected an increased attention toward merchandise ques- 
tions. This greater emphasis on the marketing and con- 
sumer angles of the general problem of packaging in no 
way detracted from the usefulness of the sessions to the 
more technical minded of package production men. 
While complete transcription of the many papers will 
be made available later, by the American Management 
Assn., highlights of the sessions are detailed herewith. 


Informative Labeling 


With Alvin E. Dodd, president of the American Man- 
agement Assn., presiding, the first of the sessions devoted 
to Unit Packaging brought forth discussions on Informa- 
tive Labeling by Joseph Givner of Sears, Roebuck & 
Co., and Mrs. Carol Willis Moffett, representing the 
viewpoints of the merchant and of the consumer. 

Mr. Givner discussed informative labeling from the 
viewpoint of the merchant, emphasizing the fact that 
competitive conditions had created a demand for more 
and more detailed information for the consumer. The 
woman shopper is, today, no longer able to judge values 
accurately because of the complexity of modern prod- 
ucts and manufacturing processes. 

“If the equality between buyer and seller is to be re- 
established,’’ said Mr. Givner, ‘‘whereby the buyer is 
enabled to judge value as accurately as the seller at the 
point of sale, it will be possible to hold the gains which 
mass production has brought to civilization.” 

As for the retailer, Mr. Givner saw a number of bene- 
fits to be gained through informative labeling. The 
“returned goods evil,’’ which in many stores averages 
as high as 11.3 per cent of the total sales, may be, in part, 
eliminated by accurate and informative label descrip- 
tions. Through more accurate merchandise descrip- 
tions, the retailer is offered an opportunity to re-build 
consumer confidence which has frequently been destroyed 
by inaccuracies in merchandise description. 

From the standpoint of the manufacturer, proper in- 
formative labeling tends, in the opinion of Mr. Givner, 
to eliminate unfair and misleading ‘‘quality competi- 
tion’’ and to diminish returns to the manufacturer 
through the retailer. 

Pending the establishment of standards and grades, the 
informative label can only give the facts the consumer 
wants to know about the qualities of the merchandise 
by describing each as completely as possible. 

Mrs. Moffett, a member of the Consumer-Retailer Rela- 
tions Council, introduced her discussion of Informative 
Labeling with a historical review of the forces back of 
the drive for such information. She showed how the 


APRIL 1938 





51 




















great progress of invention and mass production since 
the turn of the century have transformed women, in little 
more than a generation, from producers of goods in the 
home into purchasing agents for their families. 

‘‘For years,’’ Mrs. Moffett said, ‘‘a small group of ex- 
perts has been concerned with the handicaps under which 
women do their buying in the modern market. Even 
before the economic crisis in 1929, books and services 
which made consumers aware of their unequal bargaining 
power were gaining wide circulation. With the depres- 
sion and official government attention to the problems of 
consumers, interest in everything pertaining to the prices 
of goods and the difficulties of distinguishing worthy 
from unworthy merchandise became intensified. 

‘Until about a year ago, a great deal of consumer atten- 
tion was focused on debunking advertising claims and 
disclosing sensational evidence of fraud and misrepre- 
sentation. The consumer movement became a cause of 
alarm in many quarters. Interested consumers them- 
selves were confused about the methods which should be 
pursued to bring more order into marketing processes. 
The cooperative movement became more popular. 

“Then the situation began to crystallize. Positive 
efforts to correct abuses and improve the consumer's bar- 
gaining power began to vie with the negative approach 
of those who criticized but could not work out a solu- 
tion. Among the significant developments was the 
organization, six months ago, of the Consumer-Retailer 
Relations Council. This organization offered for the 
first time a medium through which organized consumers 
and retailers could cooperate in solving some of their 
common problems. 

“Representing the consumer on this Council are the 
American Home Economics Assn., the American Associa- 
tion of University Women, and the General Federation 
of Women’s Clubs. Retailers are represented by the 
National Retail Dry Goods Assn. and the American Re- 
tail Federation. The constitution of the Council pro- 
vides that the voting majority is always to be vested in 
the consumer group. 

“The labeling committee of the Council has been 
working on suggested outlines for informative labels 
which will soon be published. They represent an agree- 
ment between representatives of retailers and consumers 
as to the information which should be placed on labels. 

‘From their studies of various products,’ the speaker 
continued, ‘‘many consumers have become convinced 
that price, without a definition of what is being offered 
at a price, is meaningless. They have learned from ex- 
periments and published results of tests that price alone 
is not an adequate guide to the real value of an article. 

“Where systems of grade designation have been 
worked out, such as those now available for canned fruits 
and vegetables and many other food products, these are 
advised by every consumer-guided educational program. 
For many products, however, it is necessary to use spect- 
fication labels at the present time. 

“To make the significance of specifications more 
readily understood by consumers, they are suggesting 
that the facts about a product be grouped under the fol- 
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lowing headings: recommended use; what it will do 
(performance); how to care for or use it; what it is 
made of (kinds and quality of materials); how it is 
made (construction); and, finally, who sponsors it.” 


Making Packages Talk 


A further insight, from still another viewpoint, into 
the involved and complicated question of descriptive and 
informative labeling and of consumer relations in general, 
was given by Ivan Miller, associate editor of Food Indus- 
tries, who pointed out that the vast majority of the 
package changes which have occurred during the last 
40 years were very closely related to a whole series of 
other changes in the economic life of the country. 
Among the influences which have changed packaging in 
the past, Mr. Miller cited the movement from the farm 
to the city, the expansion of the chain store and the ad- 
vancement of technical knowledge which brought us the 
automobile, the truck, the telephone, the radio and in- 
numerable electrical gadgets. ‘“There are today,’’ Mr. 
Miller cited, ‘‘four major agencies influencing the trend 
of all packaging to some extent and exercising particu- 
larly strong influence in the grocery field. 

‘Two of these are recently introduced methods of re- 
tail distribution: the mass display, self-service market; 
and the consumer's ‘co-op.’ A third is the improved 
method of manufacturing which preserves perishable 
foods by freezing them. The fourth is an agency which 
has existed since the beginning of business enterprise. 
It has, however, just been discovered. In fact, it is so 
newly discovered that it is known to relatively few busi- 
nesses and thoroughly understood by none. This agency 
is the ‘consumer.’ 

‘In the past we have been vaguely aware of the seedy 
commonplace individual known as John Q. Public. We 
have been aware of him mostly because of his rather inef- 
fective but persistent squawk against the high cost of 
living. Few of us gave any heed to his mumbling and 
little conscious effort has been made to satisfy his de- 
mands. Now that he has metamorphosed into the ‘con- 
sumer,’ dressed in feminine attire—she, the consumer, 
gets an audience for her slightest whim. 

“Many of you will say—and rightly—that Mrs. Con- 
sumer does not know what she wants. She doesn’t—but 
she wants it just the same. No, she doesn’t know what 
she wants. But somebody is telling her what she 
wants—and what she is told to want, she covets. 

‘Mrs. Consumer has told the food manufacturer that 
she wants grade labeling. She doesn’t. Set before her 
three dishes of pineapple selected from cans which might 
be graded A, B and C. Cut them to the same size and 
shape and ask her her choice. She won't have any 
because they all taste the same to her and she judges 
food largely by taste Can you grade taste? The food 
manufacturers are giving Mrs. Consumer descriptive 
labels instead of the grade labels for which she asked. 
Probably descriptive labels are what she wanted when 
she clamored for A BC grades. If she accepts descriptive 
labels, they will be the kind of descriptive labels that 
actually describe, not the kind (Continued on page 62) 
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1. The Sebastiani Wineries, Inc., presents its Faisan D'Or wines in a 
handsome bulb-neck decanter which lends itself to attractive back 
bar display or for use in the home. The graceful line of the con- 
tainer itself is emphasized by the tasseled closure and the sweep of 
the tail of the golden pheasant featured in the colorful label. De- 
signed and produced by the Packaging Research Division of the 


Owens-Illinois Glass Co. 


3. Value Controld, a grapefruit juice claiming controlled mineral- 
vitamin content, appears in a container with a strikingly modern label 
of red, white and blue. Effective stripes add attention value and 
emphasize the center spot which illustrates a grapefruit tree. Let- 
tering is held to a minimum, thus effecting an appearance of simplicity 


and cleanness. Designed by Lester Beall. 
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2. Marked improvement in organization and presentation of copy 
on the Barbasol Skin Freshener label has increased legibility of 
product name and has further increased display value. A black 
label, with reversed yellow lettering, complements the yellow 
molded closure to achieve an ensemble of extreme simplicity in 
contrast to the old package. Molded cap by the Closure Division 
of the Owens-Illinois Glass Co. 


4. Maison Jeurelle ingeniously presents its bath salts in white 
pottery containers with flowers denoting the scent of the salts con- 
tained in each pot. In addition to the novel presentation, the ower 
pots achieve further value as decorative containers in the bathroom. 
Each of the various pots, available in five varieties, is tagged to indi- 


cate the type of flower arrangement. 
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7. A convenient and utilitarian unit for 
the household medicine chest, travelers, 
perfumists, chemical and pharmaceutical 
salesmen, drug store display, etc., is 
provided by this sturdy leather case 
which snugly holds six Kimble glass vials 
firmly in position. Each vial carries a 
molded plastic closure to complete an 


attractive ensemble. 





5. The newly adopted container for Novia 
Candy Company's cordial cherries provides ample 
appetite appeal through utilization of a life-size 
stem of cherries lithographed in red and green ona 
yellow background. The red base and gold trim 
on the cover complete a package that achieves ef- 
fectiveness despite the holding of packaging costs 
to a minimum. The boxes are manufactured by the 
Rapid Cutting Co. 


8. Southland Wine Corp. introduces its Velvet 
Rose brand of sherry in gallon and half-gallon jugs 
utilizing a grape design motif which adds a new 
appeal to stock wine containers. Both containers 
are constructed with an ample bead at the base 
of the finish to insure a perfect seal. Cel-O-Seal 
closures, covering yellow tassels, lends a further 
note of attractiveness. Designed and manufactured 


by the Hazel-Atlas Glass Co. 





6. Campana Sales Co. uses this black and green 
humidor jar as a dressing table package for its 
Dreskin Coolies—a new type of cleansing pad. 
The carrier carton was executed in the established 
Campana green and yellow color combination and 
design kept similar to the company’s Italian Balm 
package. Carton by American Coating Mills, Inc., 
jar by Hazel-Atlas Glass Co. and cap by Phoenix 
Metal Cap Co. Designed by Harry Farrrell. 


9. Pearlotion, a product of the Pearlotion Co., is 
presented in smartly labeled containers. Product 
name is given emphasis by means of reverse lettering 
on a black background, the lower portion of the 
label being executed in a pleasing shade of blue. 
The bottle also wears a back label, printed in the 
same color scheme, that describes the functions of 
the product and gives directions for its application. 
An Armstrong Artmold cap completes the ensemble. 
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Cans by the Continental Can Co. 











10. Burry’s chocolate shortbread is presented in 
an inviting and sanitary package. The corrugated 
paper container utilizes a printed transparent cellu- 
lose wrap to simultaneously protect and display 
the product to its best advantage. The trade mark 
and product name on the wrap effectively use the 
product itself as background. Wraps are produced 
by The Forbes Lithograph Co. 


13. A novel departure from the usual designs 
found on tin containers is the direct color photog- 
raphy adopted as the design theme on the Taloco 
Gum Turpentine cans. The pine tree motif, carried 
completely around all sides of the containers, serves 
to identify the product and further lends itself to 
unusually effective mass display. Directions for 
use are restricted to the rear panel of each can. 

























11. Correlation of product brand name with pack- 
age design has resulted in a distinctive package for 
George Benz Sons Company's Old Monastery 
brandy. A Gothic motif was substantially carried 
out, both in the private mold bottle and in label de- 
sign, to emphasize the trade name. Metal screw 
caps and private mold bottles are manufactured by 
the Hazel-Atlas Glass Co. 


14. The problem presented to designer Arthur S. 
Allen by Economic Laboratories, Inc., for the re- 
design of its Soilax cartons was to distinguish be- 
tween Formula A Soilax, intended for use by the 
housewife, and Formula B sold to painters. Color 
was used as the means of differentiation and a more 
effective presentation of copy adopted as contrasted 
to the old packages in the background. Manufac- 
tured by Chicago Carton Co. 





12. A molded Bakelite miniature barrel 
has been adopted by National Distillers 
for its Crab Orchard whiskey. Applied 
to the neck of the bottle, underneath the 
Cel-O-Seal band, it facilitates opening 
and may be retained as a novelty charm, 
thus achieving desired advertising value. 
Molded by T. F. Butterfield, Inc. 
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Contrast between the older and newer Kelvinator 
packages is extreme, the new design utilizing a more 






board. Note how the pattern carries around the 
sides of the package. Parts for Leonard refrigerators, 


expensive grade of boxboard and achieving a three made by the same company, have been given a 


color effect through the use of two colors on the white 


WITH THE INCREASING INTEREST IN PACKAG- 
ing which has been shown by manufacturers of mechani- 
cal and electrical parts and appliances, designers have 
been confronted with the problem—unusual in degree if 
not in kind—of planning groups of packages in such a 
manner as to permit of economical production without 
sacrifice of display value and other points of package 
appeal. A typical instance of this sort has been found 
in the new packages for Kelvinator and Leonard re- 
frigerator parts, designed by R. G. Cooper for the Nash- 
Kelvinator Corp. 

This company had formerly used cartons and metal 
edge boxes of a light tan board, imprinted in blue with 
simple type-set lettering. The packages were suitable 
from the construction point of view, but lacked those 
elements of display value which dealers desired and 
which were necessary, in the company’s eyes, as part of 
its program of prestige maintenance. 

The designers were authorized to utilize two printed 
colors on a good grade of white cartonboard to achieve a 
three color effect, in itself a somewhat unusual procedure 
in this field, although one for which adequate precedent 
had been set in the automotive parts industry. Since the 
number of parts to be packaged was rather large and 
since the variations in size and shape of the individual 
parts required a very large number of containers, the de- 
signers found the solution to their problems in overall 
patterns which could be utilized to give a ‘‘tone’’ to the 
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horizontal allover pattern by designer R. G. Cooper. 


package while, at the same time, emphasizing the 
genuineness of the parts and the company’s name. 

The use of such overall patterns obviously made for a 
substantial reduction in art and engraving costs since the 
size or shape of the package did not influence the package 
design except in so far as it determined the amount of 
overall design which each package was to utilize. At 
the same time, it permitted the dealer to build up display 
patterns by combining or stacking packages of various 
sizes next to each other so that the overall design carried 
over throughout the entire group of packages. 

The Kelvinator packages achieve a three color effect 
by the use of a copper and blue color combination with 
white lettering and white portions of decoration 
achieved through the use of the color of the cartonboard 
itself. The design, symbolizing refrigerator coils, serves 
as a background for the Kelvinator trade name shield and 
each of these emblems is connected with the next in line 
by a continuation of the coil design. 

The Leonard packages utilize a green background with 
blue lettering and with a similar coil motif worked out 
once again with the white board to achieve a three color 
effect. In contrast to the slanting Kelvinator design, the 
Leonard design runs horizontally around the packages. 

The form of design used permits, of course, of an 
infinite expansion of the line of parts and of the substitu- 
tion of different sizes of containers to meet changing 
needs as time goes on. 
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BURT BOXES ARE YOUR BEST BET! 


You can judge us by our clients . . . the most respected firms in every industry! 


Or you can judge us by our record for continuous, consistent growth... from small 
beginings to the largest plant in the world! 


Or by our record for efficient, low cost, high speed production . . . made possible by 
patented Burt machines, a Burt-devised system of mass production and quantity pur- 
chases with a capital ‘OQ’. 


Or by our ‘‘Eight-fingered hand of service’’... meaning eight strategically located 
sales and service offices manned by factory trained engineers who know selling from 
your angle and boxmaking from the ground up. 


Judge us as you will... with or without the crystal gazer... but, if you welcome a 
better box or carton, and the lowest price mass production and special machinery can 
provide, you'll get in touch with Burt before placing your next order. 


N. BURT COMPANY, INC. 


00. 340 SENECA STREET, BUFFALG, - . 


NEW YORK CITY PHILADELPHIA NEW ENGLAND Lo}; (oF tele) CLEVELAND 






630 Fifth Avenue A. B. Hebeler A.B.Bacon §pRINGFIELD 919 N. Michigan Ave. W. G. Hazen 
Room 1461 P. O. Box 6308 BOSTON P. O. Box 214 Room 2203 P.O. Box 2445 
W. Market St. Sta. 120 Boylston St. Highland Station E. Cleveland. Ohio 
CANADIAN DIVISION 
ing MEMPHIS MINNEAPOLIS LOS ANGELES Dominion Paper Box Co., Ltd.. 
Walnut Street Frank D. Jackson J. E. Moor Louis Andrews 469-483 King Street, West | 


phone: MAin 0367 2150 Washington Ave. 3329 Dupont Ave. South 62342 South Grand Ave. Toronto 2, Canada 
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ALL-AMERICA PRESENTATION 
DINNER 


(Continued from page 49) 





‘Free enterprise is competitive, on the basis of ef- 
ficiency and nothing else. It resorts neither to private 
monopoly nor to public coddling to save it from the im- 
pact of risk or the consequences which may result from 
its own mistakes in judgment.” 

Dr. Frank blamed “‘short-sighted private enterprisers 
and loose-thinking politicians’’ who seriously crippled 
the American system of free enterprise and cited four 
things they have done. They are: 


Adoption of measures with the aim to guarantee 
profit to capital and other factors. 

Fixing prices at artificially high levels, tending to 
make free enterprise rigid, less capable of adjusting it- 
self to changing conditions. 

Extending special compensation to some of the weakest 
and most inefficient units of the economic system, 
actually subsidizing inefficiency. 

Strangling fair competition of superior efficiency in 
management with measures designed to stop unfair 
competition of privilege. 


In citing these four causes which he claims tend to 
hurt free enterprise, Dr. Frank said that “‘measures have 
been adopted from time to time’’ to accomplish these 
various deterrents. G 

“The overwhelming majority of Americans are not 
ready to scrap our economy of private enterprise. Life, 
liberty and happiness can be better pursued under a ré- 
gime of private enterprise and political liberty than under 
any sleek system of political management, whether of the 
Fascist right or the Communist left. 

‘There is a basic American devotion to the principle 
of free enterprise, but that devotion can be perma- 
nently sustained only through intelligently modernized 
economy. It must be a workable economy of plenty, in- 
stead of an unworkable economy of scarcity we have 
been artificially creating, an economy which will find its 
profits in producing for the millions with a market stabi- 
lized by progressively wider distribution of the annual 
national income; not by arbitrary political action, but 
through the policies it adopts respecting wages, hours, 
prices and profits. 

‘There is no flaw in the political policy or economic 
practice that steady and responsible intelligence cannot 
correct. It is for us, as a people, to find and follow that 
sort of leadership which tends to lift the standards 
around which the stable intelligence, effective compe- 
tence and sound social sense of Americans, who believe 
in democracy and an intelligently modernized economy 
of private enterprise, can rally. 

‘We must divest ourselves of faith in magic as a way 
out of the difficulties of our generation. The sooner we 
can learn that there are no rabbits in the hat, that arti- 
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better for us and our children. 

“We must see to it that neither private monopoly nor 
public planning is permitted to hamstring the buoyant 
energies of our national enterprise. We shall give the 
national genius a chance to be its best. If we do that, 
maybe only the magicians will be unemployed.” 

Dr. Frank declared that after five years of unprece- 
dented grants of federal authority ‘our economic machine 
is stalled,’’ pointing to the fact that ‘‘despite unprece- 
dented prodigality of federal expenditures’’ about the 
same number of persons are unemployed as were at this 
time five years ago. 

‘The threat of a suicidal war chills the marrow in the 
bones of all Europe. This registers disturbing impacts 
upon our own foreign policy and military preparations. 

‘The graver the situation the more important it is to 
keep the processes of honest inquiry and candid discus- 
sion in full swing. The tragic state of European affairs 
is vivid evidence of what happens when the opposite 
course is followed, when a whole people turns its destiny 
Over to one man or to an official clique, adjourns its right 
to reason why and goes to sleep until it is ordered to 
parade or pay taxes. 

“In recent years, the world around, fundamental prin- 
ciples of government and human relationship have been 
thrown to the winds. Whole peoples have gone into in- 
tellectual and moral receivership and turned themselves 
over to the will, if not the whim, of some single leader. 

“We must preserve ourselves as a self-governing de- 
mocracy at any cost. We must not fall victim to the 
fatigue and despair that have led so many people of the 

Old World to dream of a short-cut to social salvation 
through the strong-arm of excessively centralized au- 
thority. Down the ages, unduly centralized power has 
run true to form. Jt has invariably ended in tyranny.”’ 


THE 33RD ANNUAL LITHOGRAPHERS NATIONAL 
Assn. Convention will be held May 10, 11 and 12 
at The Homestead, Hot Springs, Va. The following 
speakers will address the 275 lithographers expected to 
attend: Frank W. Lovejoy, sales executive of Socony- 
Vacuum Oil Co.; William R. Kuhns, editor of ‘‘Bank- 
ing; Miss Pauline Arnold, vice president of the Market 
Research Corp. of America and Elliott Odell, advertis- 
ing director of Fawcett Publications, Inc. 


THE MARKETING RESEARCH DIVISION, Bureau of 
Foreign and Domestic Commerce, Washington, D. C., is 
issuing a series of sixteen maps which are designed to 
present a general picture of the location of potential 
markets, for all types of consumer merchandise, in order 
that manufacturers and distributors may more definitely 
locate trading areas in the United States best suited for 


the distribution of their respective products. 


ficial devices are a delusion and that the national future 
must be built on the normal enterprise of its people, the 
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IN CAP DESIGN AND TEXTURE | 
ENHANCES THE MODERN PACKAGE 


ODERN glassware decorated with stylish labels 
Pe and sealed with lustrous Artmold Caps, molded 
in an ivory colored plastic, forms a package of dis- 
tinctive appearance. 

And Armstrong’s Artmold (molded plastic) Caps 
have a special charm that appeals to the feminine 
buyer. They possess a smooth, satin-like texture and 
they are readily removed and replaced when opening 
and resealing the container. 

These attractive molded plastic caps may be selected 
from a wide range of standard colors—or, they may be 
specially molded with your own private design. For 
full information about these closures, write <@@& 
Armstrong Cork Products Co., Closure Divi- (A) 
sion, 916 Arch St., Lancaster, Pennsylvania. \S&& 
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@ Shown here are excellent examples of Owens- 
Illinois SALESpackages. .. At the left are two 
catsup containers—the attractive, lightweight 
Stubby and the conventional. The special lac- 
quer of the short cover cap No. 285 on the 
Stubby and the deep cover cap No. 275 offers 
maximum closure protection. 


@ To the right... hand lotions, perfumes, and 
other toiletries are dressed to SELL when con- 
tained in this Vogue lotion and Sunburst per- 
fume lines of SALESpackages. . . Bring your 
problems of containers, labels, closures, and 
cartons to Owens-Illinois. . . Branch offices in 
most principal cities, 


packaging, Mr. Miller saw in the consumer's ‘‘co-op.”’ 


movement a reverse trend. 
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Animals trained and photographed by Harry Whittier Frees. 
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that merely pat themselves on the back and give a puff 
to their manufacturer's other products. 

“If Mrs. Consumer accepts descriptive labels, the kind 
that really describe, what a headache she will have 
saved herself—and the farmers—and the State and Na- 
tional politicians—and the canners—and the Pure Food 
and Drug people, too. If she accepts real descriptive 
labeling, and evidence indicates that she will, then those 
descriptive label packages have done more than talk, 
they have shouted. 

‘*When the self-service stores, especially the pineboard, 
abandoned warehouse type of super-markets, stuck their 
ugly heads up out of the mire of the depression, they 
were voted but a short time to live. When the judges 
passed judgment on the early ‘supers,’ Mrs. Consumer's 
opinion wasn't asked. But Mrs. Consumer had found 
something she wanted, and she’s going to keep it. She 
likes the lowered prices of the super-market, but that 
isn't all she likes. She likes the crowds, she likes the 
freedom to roam, to shop, she likes to serve herself. 
She likes the variety—yes, the much greater variety— 
she likes the mass displays. Inconsistent woman that 
she is, she likes to be sold—not by a suggesting, substi- 
tuting clerk, but by an inviting, alluring package. 

“Self-service stores with mass displays place new re- 
sponsibility on package material, design and appearance. 
Mass display requires packages to stack one layer on 
another. Masses of packages in large displays bring 
together blocks of color—harmonizing, blending, con- 
trasting. The real merchandisers among self-service 
store operators state that although follow-up sales de- 
pend on the quality of the product as well as the appear- 
ance of its package, nevertheless they can closely predict 
the product's initial sale by the appearance of its package 
alone. These merchants have found that shifting an 
item about among competing mass displays, thereby 
shifting the color contrasts, will materially influence 
sales of both this item and also competing items dis- 
played on the same table. 

‘The cost of selling packaged groceries is less than the 
cost of selling unpackaged perishables. This is selling 
cost alone and does not include the loss from shrinkage 
and spoilage. The actual cost of selling fresh meat 
averages about 35 per cent above the cost of selling pack- 
aged groceries. This additional cost is, of course, passed 
on to the consumer in the price she pays for meats 
Perishables have an average shrinkage and spoilage loss 

of between 20 and 30 per cent, as well as a selling cost 
higher than packaged groceries. Here is a major prob- 
lem which food distribution faces todav and one which 
food distribution is making a determined effort to solve.” 


In contrast to these trends toward more and more 


MODERN PACKAGING 





62 


packaging, Mr. Miller saw in the consumer's *‘co-op.”’ 
movement a reverse trend. 

‘One of the aims,’ the speaker said, ‘‘of those who 
have urged the adoption of the consumer ‘co-op.’ system 
in this country has been to return to the cracker barrel 
and the brown paper bag, under the pretext of vast 
economy. However, the two big wholesaler ‘co-ops.’ 
have realized the folly of this attempt. They have gone 
modern. Some of their retail units employ self-service 
not unlike a super-market, with mass displays of ‘co- 
op.’ products in packages that rival many of the packages 
of leading products sold on a national scale.” 


Protective Packaging Materials 


Under the chairmanship of Oliver F. Benz, director of 
Cellophane Division of E. I. du Pont de Nemours & Co., 
Inc., the conference on Unit Packaging heard an address 
by Chas. E. Fawkes of Pyroxylin Products, Inc., who 
discussed recently developed materials and _ processes 
which inhibit the migration of gases and liquids through 
the package wall and the resulting papers which are 
being used on canister labels as tight wraps, for chip- 
board shells as loose wraps, for packages of the tuck-in 
style and for envelopes and similar types of packages. 
Mr. Fawkes demonstrated that part of the moisture- 
proofness of this class of lacquered papers is lost in the 
subsequent package forming operations but that a suf- 
ficient degree of moisture-proofness to meet the pack- 
ager’s and the product's requirements may be secured by 
anticipating this loss prior to the application of the 
lacquer so that the final lowered rate of moisture-proof- 
ness will prove satisfactory. 


Progress in Plastics 


H. D. Payne of the Chicago Molded Products Corp. re- 
ported to the Unit Packaging conference on the more 
recent developments in the application of plastics to the 
needs of the packaging fields. 

‘Properly applied,’’ Mr. Payne said, ‘‘plastics can be of 
incalculable help in merchandising a product. It has 
been used in some cases with almost magical results. 
One noteworthy case is that of a manufacturer of men’s 
belts, who in good times had set an established price on 
his product considerably higher than that of his com- 
petitors and who in leaner times was faced with the 
necessity of either lowering this established price and so 
indicating a loss of prestige or quality, resorted to pack- 
aging his product in a plastic molded box of good design 
that had after-use as a cigarette box. Not only was he 
able, in a falling market, to maintain his established 
price, to materially increase his sales, but he also estab- 
lished his own name and that of his product. Stressing 
the value of his package for after-use, in his advertising, 
purchasers for the first time called for belts by name. 

“At the time this merchandising success was accom- 
plished, plastic materials suitable for packaging were not 
obtainable in the rich, lustrous colors they now have. 
Today there are many more types of materials, with 
varying qualities and characteristics, and which can be 
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BEHIND CLOSED DOORS! 


You can't see the signs of Concealed Damage 
until the shipping container is unpacked — 
which is why most shippers never know the 
harm it is doing until damaged and battered 
packages have lost customer preference and 


dealer good-will. 





Concealed Damage costs shippers millions 
of dollars a year — most of which is unneces- 
sary! Container Corporation of America's 
unique "Packaging by Prescription'’ method 
assures the one correct container for each ship- 
ping job—built to special rigidity standards 
suitable to its particular product and the ship- 
ping trials it is to undergo. Ask our represen- 
tative to explain how our wide experience with 
both containers and cartons can help you avoid 


Concealed Damage. 


Both “acceptable” BUT— 
the canned goods in shipping case "A" can't com- 
pete at their regular price, for Concealed Damage 
has dented their sides and defaced their labels. 
Case "B,"' conforming to special rigidity specifi- 
cations, unpacks 100% in good condition. 


CONTAINER CORPORATION OF AMERICA 


General Offices: 111 W. Washington St., Chicago, Ill. Mills, Factories and Sales Offices at Strategic Locations 
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supplied in all colors, tones and shades from deep black 
up to crystal-clear transparent. 

‘Visibility of the product is a tremendous asset in a 
package. Nothing is more convincing to the skeptical 
buyer than to see the product rather than a picture or 
description of it. These new transparent molding ma- 
terials, just lately put on the market, offer great possi- 
bilities for packaging. 

‘In designing a plastic molded package or container, 
careful thought should first be given to the selection of 
the right material or materials. So far little has been 
done in the packaging field in the use of two or more 
materials in combination. 

‘‘We may expect,’’ Mr. Payne continued, ‘‘to see the 
use of larger and more elaborate molded packages with 
re-use value, employed as a means of increasing the unit 
of sale. Where the purchaser would ordinarily buy one 
unit of a product at a time, he can be moved to buy 
three or more units in order to obtain the larger re-use 
package. Re-use packages, if designed in sets, will en- 
courage repeat purchases in order to secure the full set 
of packages.”’ 


Merchandising a New Package 


The Wednesday morning session on Unit Packaging, 
under the chairmanship of Frank Greenwald, vice presi- 
dent, National Adhesives Corp., was addressed by F. D. 
Gonda, vice president, Einson-Freeman Co., Inc., who 
discussed the essential requirements of any basic plan 
for merchandising newly developed packages. Mr. 
Gonda summarized his own principles in the three-word 
formula—dramatize, rationalize, familiarize—and illus- 
trated the application of this formula with a case history 
of the introduction of a new can type of package for Bud- 
weiser Beer, a product of the Anheuser-Busch brewery. 

‘The new container,’’ Mr. Gonda stated, ‘‘had to 
present, tellingly and dramatically, the impression of 
quality. It had to be handsome enough to take it out of 
the kitchen and make the hostess proud to serve it right 
on the dining room table. It had to be unusual enough 
to compete on the shelf with other brews already in 
cans. Now, what would represent, to public and dealer 
alike, the idea, the very symbol of value and quality? 
What was the one thing, accepted the world over, as the 
standard of costliness, genuineness, worth? You are 
right— Gold! 

‘‘From this basic thought was evolved a whole pictur- 
esque campaign presenting the new can virtually as 
jewelry. At the first sales meeting disclosing the new 
package, it was presented to the assembled sales-force 
in a velvet-lined cabinet, for all the world like a bracelet, 
watch or jewel. 

‘‘Salesmen were equipped with velvet-lined boxes to 
hold a can for their presentations. The can appeared on 
24-sheet posters with a rich background of royal purple. 
Newspaper advertisements, although lacking color, car- 
ried on this regal atmosphere. The slogan, ‘King of Bot- 
tled Beers’ was supplemented by ‘King of Canned Beers.’ 

‘Every possible inducement in the way of a genuinely 
‘Tiffany’ type of display material was offered the better 
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type of dealer, to secure showings of the can in a quality 
atmosphere. A lavish use of gold leaf maintained the 
‘jewelry’ idea. No opportunity was neglected, no 
potential store advertising space was overlooked for 
repetition of the message on the new can, for familiariz- 
ing the public with the new form in which Budweiser 
was available. 

‘While the entire campaign was set in a superior key, 
ranging from the material for the small neighborhood 
store to the highest type of retail establishment, there 
was a definite plan of segregation which would concen- 
trate the heaviest ‘artillery’ of the campaign in the loca- 
tions where it would be most effective. Instead of pro- 
viding the same material for all classes of dealers, ad- 
vantage was taken of the better locations and, conse- 
quently, far larger circulation of the Class A stores. 

‘In addition to the general publicity in the window, 
the dealer was furnished a combination of jumble tray 
and floor stand, the base of which was a giant replica 
of the can, and the inverted-cone shaped tray held a case 
or more of cans. This formed the basis of an island dis- 
play where counter space was not available. 

“‘Salesmen were thoroughly and enthusiastically sold 
on the effectiveness and use of this material. Special 
missionary men and window display crews, in the larger 
centers, saw to it that good locations were secured and 
that the delivery of the new container was promptly fol- 
lowed by excitement-creating, colorful displays inside 
and outside the store. 

‘Take it from me, when they got through, the pur- 
chasing public knew that it could get the genuine Bud- 
weiser beer in cans.” 


Packaging Research 


Mr. Everett Worthington of American Can Co. intro- 
duced his topic with the description of certain experi- 
ences of the talking machine, radio and piano industries 
in the development of the cabinets and housings for their 
products. It was Mr. Worthington’s thesis that such 
cabinets are essentially packages for the mechanical de- 
vices they enclose and that the packager may profitably 
study the experiences of these industries when approach- 
ing his own problems. 

If the correlation holds to the extent maintained by the 
speaker, then periodic package redesign undoubtedly 
plays a very large factor in reviving lagging consumer 
interest in the product, for the speaker cited case after case 
in which the properly explained and properly promoted re- 
design of radio, phonograph or piano furniture resulted in 
increased consumer interest. 

Maintaining that no essential difference exists between 
package design and industrial design, Mr. Worthington 
described the methods used by his own firm in develop- 
ing new applications of metal containers. He showed 
how the form of metal cans was very largely governed 
by the fact that existing equipment represented an unusu- 
ally large capital investment and hence discouraged any 
radical change in the basic form of the package. Design 
on such containers therefore becomes very much a ques- 
tion of exterior color decoration and processing, but this 
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seeming limitation actually permits the designer an ex- 
tremely wide latitude. 


Packaging Heavy Materials 

Edward J. McOsker, editor, Mill Supplies, discussed 
the recent trends in packaging as they apply to the heav- 
ier industrial fields with particular emphasis on the pack- 
aging of tools and materials sold through mill supply 
outlets. Dividing his discussion into two sections, the 
first dealing with consumer goods and the second with 
goods sold through the supply house to industrial plants 
and shops, Mr. McOsker pointed out that, in both 
classifications, packaging had found for itself a whole 
series of functions in addition to those of transporting 
and protecting of merchandise. 

In the case of goods sold over the counter, he cited in- 
stance after instance in which new packages and new 
displays were advertised to the retailer and the consumer 
in terms which capitalized upon the advantages offered 
not alone by the product but by the container which 
carried it. Thus a manufacturer advertising a new retail 
file display unit was quoted, ‘‘For the first time you can 
step into a hardware store and buy exactly the files you 
want quickly and conveniently. No more waiting while 
the clerk unwraps what seems like yards of brown paper, 
only to find that the file isn’t just what you are looking 
for. No more files bearing the suggestions of a rust 
mark, left by the other fellow’s inquisitive thumb. 
Now a group of popular files are cellophane wrapped so 
you can see what you are buying, look your file over, and 
take it home with assurance that it is 100 per cent free 
from handling damage.” 

In the second division of the Heavy Materials field— 
viz., the mill supply house grouping, which sells to cus- 
tomers who seldom see the product until delivery is 
actually made—Mr. McOsker pointed out that here, too, 
packaging is playing an increasingly important role, the 
distributor being interested in modern packaging for the 
same reasons that interest the retailer; efficiency, utility 
and eye appeal. Carrying huge stocks—often from 
20,000 to 30,000 different items—he is interested in con- 
serving space. Handling an immense amount of incom- 
ing merchandise, unpacking is undoubtedly a big prob- 
lem for him. So, too, with shipping and delivery. With 
a large volume to handle, the mill supply outlet is 
particularly interested in anything that can simplify 


storage, classification and handling problems. 
Literally hundreds of various products previously 


sent loose or strung on wires are today shipped in packages. 
Many heavy items formerly shipped in kegs now arrive 
in the distributor's receiving room in cases which facili- 
tate tiering. Heavy hinges, once shipped in flour bar- 
rels, now come packed in paperboard boxes containing 
the necessary screws, and one distributor reports that this 
change alone has reduced stock room space requirements 


by over 40 per cent. 


A Working Plan for Package Development 
With designer Paul Ressinger presiding, Rollin L. 
Baum of United Drug Co. provided the final session of 
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the Unit Packaging conference with a detailed plan 
for package development based upon his own experiences 
in working out such problems in the very large organiza- 
tion with which he is affiliated. Summarized, the eight- 
point plan follows: 

First: The sales department head concerned sends a 
memorandum to the advertising manager. In it he de- 
scribes the product, states his merchandising objectives, 
mentions the proposed selling price, estimates the size 
of the initial run required. 

Second: The advertising manager checks these ideas 
together with his own with the gross profits department, 
which furnishes a guide to packaging cost as related to 
total production cost, and indicates the amount which 
may be spent for developmental work. 

Third: The advertising manager relays this informa- 
tion to the staff in a production order, copy to the copy 
writer-visualizer, art director and the traffic manager. 

Meantime the package production department has 
been working out the technical requirements. The 
chemical properties of the product in relation to types of 
containers have been studied; problems of light protec- 
tion, air-tightness and dispensing features considered; 
filling, capping, labeling, box making machinery limita- 
tions determined, and from all these and many other 
factors, general specifications for bottles, caps, liners, 
seals, labels, cartons, boxes, corrugated, etc., have been 
laid down. 

Fourth: With all this merchandising and technical 
information at his fingertips, the art director calls in a 
designer whose qualifications and experience he feels are 
best suited to the project in hand. The function of the 
art director then is to act as liaison between the company 
with its unique requirements and the highly specialized 
field of the designer. Through the purchasing depart- 
ment, he is also placed in touch with the outside sources 
which will manufacture certain elements of the package. 


Fifth: The designer develops the basic forms, surface 
designs and color schemes. Set-up paper boxes are con- 
structed of materials specified by the designer's sketches, 
bottle and jar models of transparent plastic are cut in ac- 
cordance with his guides. With the corrected, approved 
models in hand, the designer prepares final comprehensive 
color sketches for labels, seals and other printed portions. 

Sixth: Sketches and copy are turned over to the traffic 
manager, who gets the signatures of the interested depart- 
ments on a special package approval form; these include 
advertising, sales, production, research and legal The 
legal department checks the package for possible in- 
fringement of design on competitive products and re- 
checks copy claims. 

Seventh: With package approvals complete, designs 
and copy are turned over to the sales department head. 
From here on they are considered in conjunction with the 
product itself. The department head submits package 
and product to the cost department for estimates. 

Eighth: Following agreement on the proposals, they 
are placed by the general sales manager in the agendum of 
the next cabinet meeting. (Continued on page 96) 

















AND MAYBE SHE CAN... 





A package with perfect merchandising curves—design, shape, visibility— may offer 
little practical protection for the product. ® So Ridgelo Clay Coated Boxboard—the 
most beautiful material for folding cartons available—welcomes new practical special- 
ties to the Ridgelo line. ® How to combat fading—how to hold grease in—or to keep 
moisture out—these are fundamental problems to many users of folding cartons. 
Ridgelo has developed sensible answers in boxboards that offer the protection 
needed—and they glue easily, lie flat, cost very little. They may cut down filling opera- 
tions, eliminate more expensive materials—do a better job! e Let us have your prob- 
lem—or contact any independent boxmaker. Ridgelo is worth knowing more about! 


RIDGELO—"THE BEST KNOWN NAME IN BOXBOARD” 
MADE AT RIDGEFIELD, N. J. BY LOWE PAPER COMPANY 


Representatives: E. C. Collins, Baltimore © Bradner Smith and Company and Mac Sim Bar Paper Company, Chicago ® H. B. Royce, Detroit 
Blake, Moffit & Towne and Zellerbach Paper Company, Pacific Coast @ A.E. Kellogg, St. Louis © WW. P. Bennett & Son, Toronto 











THE MEAT PACKING INDUSTRY EXHIBITS A 
number of curious contrasts in the design standards of its 
packages. Particularly in the older and larger firms, 
whose packages were designed a number of years ago, ap- 
pearance and the use of modern reproduction and illus- 
trative devices have lagged far behind possibilities. In 
other cases, where lines have been very recently styled 
or re-styled, design has been at least as good as the aver- 
age found in industries where design changes are more 
frequently innovated. 

Some time ago, Swift and Co. developed a taste for re- 
design through its experiences with new packages for its 
Brookfield butter, egg and cheese lines. And, thus, it is 
not surprising to find Swift's advertising manager, Leo 
Nejelski, working once again with designer Ernst 
Spuehler—this time on basic meat packages. 
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MEAT PACKERS LOOK TO THE LADIES 


To date, this new design program, planned originally 
for the company’s Premium ham, has been extended to 
include bacon, frankfurts and dried beef, and accept- 
ance of the new design has been so widespread and so 
favorable that plans are under way to rapidly extend the 
program to the entire Swift's Premium meat line. 

In explaining the basic reasoning behind the design 
change, Mr. Spuehler said, ‘“The meat packing indus- 
try has been notorious for its lack of feminine appeal in 
its packages and labels, the first industry in America in 
terms of the value of its products. It has always been 
considered a he-man’s business and has packaged its 
products in wrappers not only designed by men, but de- 
signed to appeal to men through their plainness and 
ruggedness. In thus considering the reactions of pro- 
ducers and distributors, it (Continued on page 104) 
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RELIABILITY 


MAKES EACH 


Like Yellowstone’s famed Old Faith- 


ful, Gaylord Boxes have earned 

their outstanding reputation through 

absolute reliability of performance. 
+ + + 


There is a plant or sales office in your territory. 


GAYLORD CONTAINER CORPORATION ome: SAINT LOUIS 
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GALLERY 


1. A new use for a well established product is here 
effectively dramatized by means of photography. A 
three dimensional effect is obtained by use of the cone 
principle which enables the dealer to set a colorful 
package of Zonite into the unit. Designed and 
lithographed in black and white by the National 
Process Co. 


2. The brilliant colors of the roulette wheel are 
called upon by The Ingersoll-Waterbury Co. in this 
“Three Winners” display to focus attention upon the 
three most popular numbers of the company’s watch 
line. Eighteen other watches are displayed on the 
rim of the wheel and the base of the unit provides 
additional display space for the product. Designed 
by Motion Products, Inc. 


3. To emphasize the fine mixing qualities of Ron 
Rico rum, its sponsors are utilizing direct color re- 
production of mixed drinks set against a photographic 
reproduction of a gleaming metal tray. Produced 
by Einson-Freeman Co., Inc. 


4. An enormous blow-up of an actual cup of Nestle’s 
hot chocolate achieves appetite appeal through direct 
color photography. The doll-like figure calling 
attention to the sales message provides an eye- 
compelling point of interest. Produced by Einson- 
Freeman Co., Inc. 





























































5. All elements of this ingeniously designed window 
display focus attention toward the packages of gum 
soaring over the heads of the two youngsters in the 
foreground. The three dimensional effect lends fur- 
ther window dominance to the unit. Created and 
lithographed in full color by Forbes Lithograph Co. 


6. The Richmond Baking Co. cleverly ties-in the all- 
purpose utility of its Butter Chip crackers through 
utilization of reproduction of various edibles with 
which the crackers may be used on this silk-screened 
window display. Made by Paint Print Process Co. 


7. The sturdy counter unit for General Electric's 
Exposure Meter is designed to display the product 
from all angles. Metal clips hold the meter in slant- 
ing eye-level position while a metal mirror, set at the 
head of the product, provides a view of its interior 
construction. Produced by Schaefer-Ross Co., Inc. 


8-9. Truly a “Dancing Girl” is this Blue Jay display 
which uses a curved base to provide a rocking motion 
to attract attention to the girl poised in dancing posi- 
tion. The counter unit for Wet-Pruf adhesives is 
designed to present a jumble display of the product, 
within easy reach of the consumer, thus inviting 
handling and inspection. Glass panes permit full 
view of product and price cards. Produced by the 
Advertising Metal Display Co. 
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10. South Bend Bait fishing tackle, individually 
packaged in transparent window cartons, is presented 
in a carrier counter unit which serves koth as a 
shipping container and demonstrator display. Pro- 


duced by the Campbell Box and Tag Co. 
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MORE ON “SWERVING FROM SIMPLICITY” 


Sirs: 

Unquestionably, simplification of design has been carried to a high 
degree of uniformity. It has been the tendency to emphasize con- 
formity to the momentary style at the expense of making packages suit 
the personality of the product. This is not true in all cases, but the 
exceptions are in the minority. 

Probably Mr. Howell is right when he says, “‘It would seem that 
the ultimate in simplicity has been reached.’’ If this is true the only 
direction in which freshness can be achieved is through the revival of 
some ornamentation. Styles in other lines are pointing the way. 

Alert designers will find ways of combining simplicity with sufficiently 
effective ornamentation to express the character and individuality of the 
product for which the package is designed. 

R. N. Watts 
Manager Merchandise Design 
Dennison Manufacturing Co. 


Sirs: 

I agree with Mr. Howell that there is a trend toward more involved 
and ornate package design—a natural] rebellion against the “‘line of 
type on a solid color’’ extreme of simplicity. But I also feel the less 
attention paid to this trend or any trend—the more paid to the indi- 
vidual product and the particular problems pertaining to its packag- 
ing—the better it is for both designer and manufacturer. 

Trends and vogues are froth. To do this or that because someone 
or everyone else does it is the worst possible reason. Certain products, 
by their nature, must be packaged simply and plainly; certain others 
require more elaborate treatment. But the product—not the year— 
should dictate the style of design. Otherwise the result is immediately 
dated, a fresh, new, yearly model possibly, but certainly not a par- 
ticularly permanent investment. 

The specialist in any field becomes oppressed by the monotony of 
his work; the same or similar problems keep cropping up. Inevitably 
he seeks release in new ideas and new approaches. But his personal 
inclination has nothing to do with the mind and the eye of the man or 
woman who puts money down on the counter. They can be influenced 
by changing trends, but they seldom initiate them. To let novelty 
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interfere with the analysis of individual products and the problems of 
their particular packages may be common, but hardly common sense. 


Wentworth WEEKS 


Sirs: 

It is true, as Mr. Howell declares: design trends are pendulum-like 
in architecture, in furniture, in dress styles, in painting. In those 
fields, decorative value, and aestheticism are the governing factors. 

Package design has made tremendous strides in recent years. Perhaps 
artistic considerations provided the urge in the first place, but the 
effect on sales has turned out to be a more compelling factor. If pack- 
age design lags behind these other fields, it is because the element ot 
sales entersin. Any manufacturer hesitates to tamper with the package 
design of an established product for fear of the effect on sales. The 
moment it can be demonstrated conclusively that sales will improve, he 
is all for redesigning his packages. Sometimes it looks as though the 
conservatives outnumber the liberals, even though it has been definitely 
proven, not once, but many times, that re-vamping a package shoots 
the sales curves up. The idea is infiltrating slowly, but with increasing 
rapidity and packaging is progressing. 

But is it progress to ‘‘swerve from simplicity?’’ Idoubt it. Extreme 
severity, without beauty of line and color, should, of course, come 
under the ban. So should ultra-modernism with its freakish color 
combinations and unbeautiful angles. But to go back to renaissance 
rococo is not progress—it is retrogression and in the field of packaging, 
it is not ‘‘art for sales’ sake.”’ 

Quick identity, easy readahility, memory value—prime considera- 
tions in merchandizing—are not served either by stark simplicity or 
over-ornate treatment. Real simplicity, with an eye to beauty and 
sales, in my opinion, is the keynote to correct package design—today 
and tomorrow. 

A. O. GrEULE 

Art Director Label and Carton Division 

The United States Printing & Lithograph Co. 
Sirs: 

Mr. Howell is right. Over simplification has been leading us into a 
world as bleak as a Quaker graveyard. What is the matter with 
ornament, providing the basic forms are right? Great designers of all 
ages have always used it, sometimes lavishly, sometimes sparingly. 
But they knew when to stop. The Victorians didn’t. 

Several years ago I saw some marvelous German cigar boxes. The 
ornament was brilliant, effective and quite profuse. As packages, 
would they have been more effective if the one word ‘‘Cigars’’ had been 
plastered on the cover in bold Gothic, four inches high? I think not. 

Frank Lloyd Wright knows how to use broad flat areas of concrete 
but his buildings are never bleak and bare. W. A. Dwiggins’ caprici- 
ous personal style of ornament is far removed from ‘‘functionalism,”’ 
but he knows the singing line of type and how to put plain white space 
around it. 

A soft voice with nuance is usually more arresting than the loud 
speaker. Modern design must gradually grow more subtle and varied 
or public taste will force it back to General Grant. 

Harotp Van Doren 
Harold Van Doren and Associates 


DANISH AGENT REQUESTS— 


Sirs: 

I beg to state that my daughter firm, Messrs. Nordihc, i. e., Nordisk 
Industris Handelscentral, domicile: Kronprinsessegade 32, Copen- 
hagen, desires an agency for an American paper factory, for paper and 
cardboard. The import restrictions which until now have ruled the 
market have been dissolved and owing to this the import is free for 
these goods. Would you perhaps be able to give me some addresses 
of firms wanting an agent for Denmark? 

I am working here on the market for many years as agent for foreign 
houses and I am well acquainted with the paper line. My specially 
trained agents visit my customers over all parts of Denmark daily. 

Thanking you beforehand for my troubling you, I remain 

Kai Skov 
Kronprinsessegade 32 
Copenhagen, Denmark 
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AINTY, fuzzy, dusty, golden 

grey. No one can describe 
adequately the colors of the 
pussy willow but Heekin can 
produce them on metal. Color- 
ful package designs on metal 
should harmonize to fit the 
product. Heekin package de- 
signers will assist you to indi- 
vidualize your metal package. 


THE HEERIN CAN CO., CIN., O. 
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Sales-winning APPEARANCE 
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All of these various-sized 
packages are wrapped on one 
adjustable FA Machine 





Model FA Carton Wrapping Machine. Adjustable 
for a wide range of sizes . . . handles transparent 
cellulose, glassine, waxed paper, foil, and other types 
of wrapping material. 


Here is a good example of efficiency in 
production, plus sales-winning appearance in 
wrapping. All of these products of the 
Megowen Educator Food Co., are wrapped on 

our FA Machine. It takes but a few minutes to change the FA from one size package to another. 
Simple in construction, easy to operate, and fast, the FA ideally combines all the features conducive 
to smooth production—low operating cost. 

Note the attention value of the wrapped products above. Neat attractive packages that indicate 
quality . . . packages that display the product, itself, creating appetite appeal. Note, particularly, 
the packages with the wrapper neatly rounded over the top of the crackers . . . an example of how 
well the wrapping may be adapted to the character of the product. 


It will pay you to investigate a machine that offers substantial savings as well as significant selling 


advantages. 
Write for Literature 


PACKAGE MACHINERY COMPANY, Springfield, Massachusetts 
NEW YORK CHICAGO CLEVELAND LOS ANGELES 
Peterborough, England: Baker Perkins, Ltd., Melbourne, Australia: Baker Perkins, Pty., Ltd. 
Mexico, D. F., Apartado 2303 Buenos Aires; Argentina: David H. Orton, Maipu 231 


PACKAGE MACHINERY COMPANY 
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FLEXIBILITY IN THE DAIRY 


Honorable Mention, Ma- 
chinery Division, 1937 AIll- 
America Package Competition 


DAIRY PLANTS ARE TRADITIONALLY AMONG 
the cleanest and most efficient of all food product plants 
in their production and packaging operations. This 
condition has come about because of the nature of the 
products handled and because of the rigid local and state 
regulations under which the dairy industry operates. 

Yet, judged by the high standards which have been 
obtained in this field, the bottling group of the Page 
Dairy of Toledo, Ohio, is a model of both efficiency and 
cleanliness. Moreover, its machinery installations are 
so laid out as to provide an unusual degree of flexibility. 

The company’s filling equipment consists of two 
Milwaukee Nuline bottle fillers, each of which its ca- 
pable of running at 120 units per minute. One of the 
bortle filling machines is used for bottling standard plug 
caps only, while the other is adjustable for either a 
standard plug cap or a Dacro type metal closure. Only 
one of these machines is operated at a time, but both feed 
onto the same conveyor line, leading toward further 
processing steps. Thus adjustment or clean-up opera- 
tions may be carried on, on one-half of the bottle filling 
equipment, while production proceeds on the other. 

The conveyor leading off the filling equipment feeds 
the bottles toward three special completely automatic 
hooding machines. A double conveyor system is util- 
ized, running at different speeds, so that the flow of the 
bottles toward the machines is distributed equally to the 
three hooders. 

These machines apply a red ‘‘Cellophane”’ hood, tightly 
drawn over the top of the bottle and held in place by a 
black banding material. Both the ‘‘Cellophane”’ and the 
banding material are of a water-proof variety and the ap- 
A number of advantages are 


plication is heat sealed. 
First, no special dat- 


claimed for the resulting closure. 
ing equipment is required and no ready-made dated hoods 
must be carried in stock since the date on the underlying 
plug cap or metal closure is visible through the outer 
protective hood. Secondly, hoods are disposable and 
tamper-proof since they are destroyed in opening and can- 
not be put on again. Third, the hoods are easily re- 
moved, simply by lifting any one of several ‘‘Cellophane’’ 
tabs and thus tearing open the band which holds the 
“Cellophane’’ in place. 

The three hooding machines, upon receiving the out- 
put of each of the two fillers being utilized, apply the 
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hoods and pass the bottles on by means of a double con- 
veyor to the receiving table, at which point they are 
placed into shipping cases. The bottles from one of the 
hooding machines are carried by one-half of the conveyor 
system, while the combined output of the two remaining 
machines is taken care of by the second conveyor chain. 

While it may seem unusual to use three machines to 
meet the output of a single filler, the Page company has 
gained certain definite advantages by this arrangement. 
If, for any reason, the ‘‘Cellophane’’ hooding machine is 
temporarily out of service or is down while a supply of 
‘Cellophane’ and tape is being renewed, the other ma- 
chines are capable of carrying on. 

At the receiving table, two conveyors from the hood- 
ing machines have made a 180 deg. change of direction 
and deliver their bottles in such a position that the 
attendant may easily place them into waiting cases on 
an adjacent chain conveyor, while, at the same time, 
examining and inspecting the bottle hoods. 

The hooding machines are completely automatic and 
are attended by the same operator who services the filling 


The bottles leaving the filling machine are divided into 
three lines by take off-conveyors. Each line feeds one of 
the hooders. The casing and inspecting table, with its 
two feeding conveyors, may be seen in the foreground. 
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A bird’s eye view of the bottling room of the Page Dairy em- 
phasizes the simplicity and neatness of the machinery installation. 
The two bottle washers may be seen at the left. They feed, by a 
single conveyor, to either of the two fillers. These, in turn, feed 
the three hooding machines which discharge onto a conveyor 


machines. The feed conveyors of the machines run con- 
tinuously and the feed wheel is tripped automatically 
when the bottles are delivered to them. The operation 
is ever continuous as long as there is a supply of bottles 
on the conveyor. The machines stop automatically 
when the last bottle arrives at the feed wheel. A varia- 
ble drive enables the operator to adjust the speed of the 
operation, while the machine is running, and thus to 
adapt the hooding operation to the output speed of the 
filling machines. Both transparent cellulose and the 


system which carries the finished bottles to the casing table. Cases, 
meanwhile, proceed down a long chain conveyor, which may be 
seen on the right hand side of the room, to the casing table and are 
then discharged through the port seen at the upper right hand corner 
of the illustration. 


sealing tape are fed automatically from rolls and a 
simple adjustment permits the handling of all four of the 
standard sizes of milk bottles. 

Credit: Package Machinery Co. for the manufacture of 
‘Cellophane’ hooding machines. Cherry-Burrell Corp. 
for design and manufacture of special conveyor system 
and Milwaukee Nuline bottle fillers. E. I. du Pont de 
Nemours & Co., Inc., manufacturers of ‘‘Cellophane”’ 
used on hoods and to the Dennison Manufacturing Co. 
for tape used on hoods. 














CROSS STREET CONVEYORS 


ELIMINATE TRUCKING 





Honorable Mention, Ma- 
chinery Division, 1937 AIll- 
America Package Competition 


AN UNUSUALLY COMPLETE AND EXTENSIVE 
conveyor system, involving the solution of a number of 
difficult problems, is to be found in use in the plant of the 
Minneapolis Brewery. This firm, which has always 
maintained an extensive conveyor system for its packag- 
ing operations, recently enlarged its plant by the addi- 
tion of a storage warehouse located on the opposite side 


of the street from its bottling house. The new conveyor 


system, therefore, was so constructed as to permit the 
interconnection of storage and bottling areas with elimi- 
nation of all manual trucking between the two buildings. 

This conveyor system receives cases of empty bottles 
in the storage building and carries them through the 
complete cycle of empty storage, washing, filling, filled 
storage and shipping. Connection between the two 
buildings is effected by means of a tunnel, below street 
Jevel. All manual trucking between these points has 
been eliminated since the conveyor systems are so ar- 
ranged as to pass down from the street floor level of the 
storage warehouse into and through the tunnel and up to 
street level again in the bottling house. 


1. The top lines are filled with empty cartons being carried from storage on balcony to 


points within easy reach of each labeling table. 
reach of the operator. 


An empty carton is always within easy 
Filled cartons at each labeling table are fed to a live roller line and 


thence to storage, railroad cars or trucks. 
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S & S Automatic Powder Filling 
Machine at Ammen’s. 





Ne of the latest S&S installations is in the plant of the Charles Ammen 
Company, Ltd., at Alexandria, Louisiana. 


Here Ammen’s Powder is filled into distinctive cans on an S&S Powder filler. 
Briefly, the cans are fed on an automatic conveyor, swiftly, cleanly and accurately 
filled and carried away ready for easy closing. Full details of the Ammen’s instal- 
lation and many similar ones will be gladly furnished upon request. 


There are many types of Stokes & Smith Packaging Equipment for filling, carton 
filling and sealing and tight-wrapping. A recent addition to the S &S line is the 
Transwrap Machine, which automatically seals many products in transparent 
cellulose and other materials. 


Among the many varieties of S&S Packaging Equipment, from single units to 
complete packaging lines, there may be one or more units that will facilitate 
your packaging operations — whether you require speeds of 15, 30, 60 or 120 
packages per minute. 


STOK EXRSYMITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
FRANKFORD, PHILADELPHIA, JU. S. A. 
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PORTABLE ROLLER CONVEYOR 





























The warehouse is so constructed that empties may be 
received either from roller cars located in a siding along 
the wall, indicated at the extreme left of the plan, or 
from a truck platform set at right angles to this siding. 
Portable roller conveyors carry empties from any desired 
port along the wall, abutting the railroad siding, to a 
reversible live roller conveyor which runs the length of 
the warehouse street level floor. Empties unloaded 
from trucks are placed directly upon the end of this con- 
veyor, a short portable conveyor being used as an exten- 
sion over the loading platform. Cases thus loaded on 
the live roller conveyor may be permitted to travel to 
any desired point in the empty case storage section or 


may be diverted toward the bottling house. 
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Just beyond the diversion point (D), a ‘‘by pass’ slide 
is provided, permitting cases to travel at the will of the 
operator to either the upper or lower level of the double 
deck conveyor. There are two of these “‘double deck- 
ers,’ each equipped with a switch section, again per- 
mitting the operator to govern case travel as desired. 
Thus four distinct conveyor lines feed toward the bot- 
tling plant. Cases of empty picnic bottles are carried on 
one of the upper decks and are transferred, immediately 
after entering the bottling house, at point G, to a side 
line directly to the picnic bottle washer. The other 
three belts lead directly to three separate soakers where 


the bottles are removed. The empty cases or cartons 


are placed on a conveyor (H) and raised by means of a 
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2. An examination of the blueprint will show how 
the conveyor system, utilized at the Minneapolis 
Brewery, is constructed to permit the interconnection 
of storage and bottling areas, eliminating all manual 
trucking between the two buildings. 3. A spiral 
delivers cartons with empty cans to the rear or receiving 
end of can washer. An inclined belt with a hori- 


zontal loading station is conveniently located to receive 


ind carry the empty cartons to the filling end of the 


line where filled cans are inserted in these cartons. 











5 





4. A portable horizontal belt conveyor is used to permit easy transfer of cases from storage areas to trucks. The same 
portable section can be hooked to the side of stationary power conveyor to transfer cases into storage areas. 5. View 
shows conveyor system located in front of labeling tables. The two overhead lines carry empty cases to convenient 
access points at the fillers. The lower line with a sheet metal guard is a live roller conveyor collecting filled cases from 
five labeling machines. The flexible switches, at the lower left of the picture, permit the delivery of filled cases to 
railroad cars by delivering to the extreme left line to storage areas at the center line or to truck loading at the right. 


push bar elevator to a point above the mezzanine floor, 
which is used for the storage of these containers, pending 
demand for these when re-packing of the bottles begins. 

A continuation of this line CH) provides a means of 
feeding these empty cases to filling aprons at the labeling 
machines. A radial switch (1) is utilized to permit the 
reaching of each individual labeling machine with a 
separate line of conveyors so that a steady supply of 
cases can be furnished to each filler as the demand for 
empty cases arises. Directly below these empty case lines 
is a horizontal live roller conveyor which receives the 
cases of filled bottles and conveys them to radial switches 
JD. At this point, the filled cases may be switched to 
the left and carried directly to loading trucks at a plat- 
form located at point K, or may be switched to the right 
onto a belt conveyor, which declines through a port in 
the floor and proceeds along the ceiling of the bottling 
house basement, through the tunnel, into the storage and 
shipping building. 

Here, a reversible line of roller conveyor CL) provides 


not only for reaching of storage space, but makes possible 
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the connection of portable reversible belt conveyors for 
carrying filled cases from storage to loading trucks, or 
directly to railroad cars. These reversible portable belt 
conveyors, used both in receiving empties and discharg- 
ing filled cases to and from trucks or cars, provide an un- 
usual degree of flexibility to the system. 

It will be seen that the system permits the transporta- 
tion of both empty and filled containers to or from the 
bottling house with a minimum of attention and with 
the almost total elimination of any manual labor. The 
flexibility of this system is best appreciated when it is 
noted that empty containers can be received at any of five 
points in the storage warehouse and that filled containers 
can be discharged at either these five points or at a sixth 
point located in the bottling house. By this flexible sys- 
tem, it is possible to meet peak demands, both in the 
matter of removing incoming containers expeditiously 
from truck and railway cars and in the matter of shipping 
outgoing goods. 

Credit: Standard Conveyor Co. for design and installa- 
tion of all conveyors. 




















THE PACKAGING LEADERS ARE PNEUMATIC USERS 





ONTINENTAL DISTILLING—Have been using Pneumatic equipment 

since repeal. Now bottle their Cobb’s Creek Whiskey, label their famed 

Dixie Belle Gin on Pneumatic equipment. Their reorders, the latest in 

1937, bring their Pneumatic total to 20 machines. WESTON BISCUIT started 
to use Pneumatic machines in the packaging of their popular Crackerettes in 
1928. Have continued to buy Pneumatic until their orders now total 13. Both 
these famed companies are confirmed Pneumatic users, indicate by their pur- 
chases their conviction that there is no substitute for Pneumatic’s “lower cost 


per container” operation. 


TT TAT 


«PNEUMATIC 


PACKAGING € BOTTLING EQUIPMENT 





LOWER COST 


PER 


CONTAINER 


PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. ( Norfolk Downs Station ) 


Branch Offices in New York; Chicago; San Francisco; Los Angeles; 
Leeds, England; Paris; Melbourne; Sydney, N.S. W.; Wellington; 
and Buenos Aires 
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ANCIENT INDUSTRY USES MODERN METHODS 


Honorable Mention, Ma- 
chinery Division, 1937 AIll- 
America Package Competition 


THE LESLIE SALT CO. EMPLOYS ONE OF THE OLD- 
est methods of producing salt coupled with some of the 
most modern of packaging operations. From salt beds, 
built along the shores of the San Francisco Bay, the ocean 
water is evaporated by the sun’s heat, leaving a residue 
in the form of a salt harvest which reaches a staggering 
figure of some 300,000 tons a year. 

The sea water is dumped into special beds divided by 
levees into small ponds and, with continued evaporation 
over a period of some twelve months, the salt content is 
raised to approximately 25 per cent—the saturation 
point. During this process, other salts are crystallized 
out, to be used by chemical companies to obtain calcium 
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and magnesium compounds, and with the final crystal- 
lization, the basic salt is heaped into huge piles resem- 
bling ranges of small mountains. From here it proceeds, 
in dump cars, to washers which thoroughly scrub and 
clean the product and then, once again, to secondary 
stock piles, this time by belt conveyor. 

It is now crude salt, a portion of which is sold in this 
form to chemical plants without further processing. 
Other portions are further refined and screened and sold to 
a wide variety of industrial plants. But the final por- 
tion, for human consumption, is still further refined and 
processed until it comes out pure white and clean, ready 
to be packaged for the market. 

The new installations of machinery at the Leslie salt 
plant introduce an innovation in the fibre can packaging 
of salt, in that cans are manufactured in the packing 
plant and filled through the full opening instead of 
through the pouring spout. This permits a much more 
rapid rate of filling and thus minimizes production costs. 

Paper can bodies are manufactured on an upper floor of 
the plant and are delivered, from the tube winders and 


1-2. Hereseen in diagram and photograph is one of the two automatic necking-in and shrinking installa- 


tions. The machine in the foreground, immediately below the zig-zag 


operation and then feeds it to the capper seen below the cap storage bin and then to the shrinking machine. 2 
























cutters, by a zig-zag gravity conveyor, to machines for 
necking-in both ends of the containers. Thence they 
proceed, by driven belt conveyor, to the point of capping 
and then to a cap shrinking machine. During their 
course of travel through this machine, the caps are 
shrunk onto the top end of the can bodies by means of 
heat and pressure, thus making a tight closure and a 
smooth labeling surface. The pouring spout has previ- 
ously been inserted into these can tops at an adjacent 
table and thus the container is ready for filling, in in- 
verted position, through its wide bottom opening. 

The paper cans proceed, by gravity conveyor, from the 
shrinking machine to a volumetric filler where two cans 
are filled simultaneously. There are two of these ma- 
chines in use, each receiving the output of one of the two 
shrinking machines. After filling, the remaining can 
end—destined to be the bottom of the container—is 
placed onto the filled cans, manually, and then shrunk 
on automatically as the cans proceed through a second 
pair of shrinking machines. 

At the next stage, a moisture-proof seal is labeled over 


storage runway, performs the necking-in 
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the metal pouring spout of the can and then the two 
conveyor lines are merged by a cross conveyor into a 
single line which proceeds toward the labeling machine. 
Since each of the production lines, previously men- 


tioned, operate at a rate of 60 per minute, the output of 


the labeler totals 120 cans per minute. Cans roll from 
the labeler to a casing machine where they gather in 


rows for casing. The filled cases, in turn, proceed to a 


The new installation has been accompanied by the 
development of a new package design by the company 
to secure greater readability for the product name and 
greater attention value on the shelf. The label is 
printed in a bright red with the brand name and other 
information in white and a decorative design and slogan 
in gold. In construction, the package differs from 


; er , —-~ others in that the caps have an unusually short flange, 
gluer and compression unit and thence to the shipping ’ 

their vertical portion being from !/j in. to */;5 in. shorter 
than has been customary. Slight as this saving may 


seem to be, the company reports that it amounts to a sub- 


department or storage warehouse upon the completion 
of packaging operations. 

A special by-pass arrangement is utilized on one of the 
stantial sum in view of the volume of production. 


Credit: The J. L. Ferguson Co. for the complete in- 
stallation and all machinery involved. 


filling machines for the company’s glass jar packages. 
When these packages are being run, they proceed from 
the filler to a jar capping machine. 

3-4. Diagram and photograph here illustrate the volumetric filling and cap shrinking 


lines. Seen in the right foreground of the photograph is the cross conveyor which joins 
these two 60 per minute lines to feed onto the can labeler, caser and case sealing units. 
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The NEW STANDARD-KNAPP 
BOTTLE PACKER 








Automatically Packs Export or Steinie 
Bottles into Corrugated, Fibre or Wooden Cases 


Receives the bottles from either one or two lablers and automatically inserts them, 24 at a time, into the partition 
cells in corrugated, fibre or wooden cases. The labels are protected at all times. The filled case is automati- 


cally discharged onto conveyor. One operator only is required. 


Most of the largest breweries in the country, as well as a large number of smaller ones, have adopted Standard- 


Knapp Bottle Packers as standard equipment on all of their bottling lines. 


Let our engineering department make a survey of 


your bottle packing requirements and submit a layout. 


STANDARD-KNAPP CORPORATION 


MANUFACTURERS OF CASE SEALING, CASE PACKAGING, AND CAN LABELING MACHINES 


43-27 32nd PL.., 208 W. Washington Street 100! Society for Sav. Bldg. 909 Western Ave. 


LONG ISLAND CITY, N. Y. Sin C7 NETO) ; CLEVELAND SEATTLE 


420 S. San Pedro St. 300 Seventh Street 315. South West Pine Street Windsor House, Victoria St. 
LOS ANGELES SAN FRANCISCO PORTLAND, OREGON LONDON, ENGLAND 











FOR YOUR 





Unless otherwise indicated, copies of catalogs, booklets, 
etc., mentioned in this department may be obtained with- 
out charge by writing to the sponsoring company at the 
address given. 


HAMPDEN GLAZED PAPER & CARD CO., Holyoke, 
Mass., has issued a new swatch book showing numerous 
examples of fancy papers available within its Basket, 
Quilted and Wild Rose design Metaline line. 


“SEALING OF CORRUGATED AND SOLID FIBRE 
CONTAINERS,” by J. D. Malcolmson of Robert Gair 
Co., Inc., New York, is the title of a new booklet cover- 
ing the subject of various types of *‘closures’’—adhesives, 
gummed paper tape, metal stitches, staples and metal 
straps or wire—for corrugated and solid fibre containers. 
The book is generously illustrated and contains a com- 
prehensive and completely detailed account of the vari- 
ous methods of sealing shipping containers. A limited 
supply of copies is available on request. 


A NEW 247-PAGE BOOK, ‘‘Eye Hazards in Industrial 
Occupations,’’ by Louis Resnick and Lewis H. Carris, is 
being issued by The National Society for the Prevention 
of Blindness. The book is a guide for safety engineers, 
inspectors, industrial physicians and for those respon- 
sible for industrial operations. The volume contains 
many illustrations and discussions dealing with the 
safeguarding of eyesight in factories, shops and offices. 


FERDINAND GUTMANN & CO., Brooklyn, N. Y., 
has issued a new brochure on its Filma-Seal entitled 
The Trend Is Toward Safely Sealed Containers.’’ In- 
formation as to the application and uses of Filma-Seal 
as a protective packaging measure is detailed. 


THE EAGLE PRINTING INK CO., Division of the 
General Printing Ink Corp., New York, is publishing 
monthly folders in cooperation with various leading 
paper mills. Entitled ‘“‘Coordination,’”’ the brochures 
are attractively printed in ink best suited to the paper 
stock utilized, thus illustrating the coordination be- 
tween ink and paper which the copy advises. 
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cently staged its Fourth Annual National Store and 
Window Display Exhibit. Winners for six principal 
classes of display pieces were selected by a jury of award 
composed of C. B. Larrabee of Printers Ink magazine, 
George Marsh of Alcott, Thoner & Marsh, industrial de- 
signers, and H. G. Whittredge of the Lincoln Engraving 
Co. The companies receiving honorary awards for the 
most outstanding displays in the exhibit were as 
follows: 

Class 1, illuminated or motion type window and coun- 
ter displays: First, American Optical Co. for its Polaroid 
glasses counter display by Livermore & Knight Co. 
Second, Royal Typewriter Co. for its portable type- 
writer display by Einson-Freeman Co., Inc. Third, 
Brooklyn Varnish Co. for its display by Gregory 
Motors. 

Class 2, unilluminated and immobile window displays: 
First, Houbigant, Inc., for its Eau Florale perfume dis- 
play. Second, Lucas Paint Co. for its trade mark display 
by Ketterlinus Lithographic Manufacturing Co. Third, 
Johnson & Johnson for its Red Cross bandage display by 
Einson-Freeman Co., Inc. 

Class 3, unilluminated and immobile counter displays: 
First, H. J. Heinz Co. for its cider vinegar display by 
National Process Co., Inc. Second, Walter Baker Divi- 
sion of General Foods Co. for Baker’s Premium No. 1 
chocolate basket display by the Brett Lithographing Co. 
Third, Parker Pen Co. for its ‘‘Parkette’’ counter display 
by W. J. Rankin, Inc. 

Class 4, floor stands: First, Curtis Publishing Co. for 
its miniature man easel Saturday Evening Post display 
by Forbes Lithograph Mfg. Co. Second, Nestle Choco- 
late Co. for its ‘‘Everready Cocoa’’ demonstration table 
by Oberly & Newell Lithograph Corp. Third, Cannon 
Mills for its sheet floor stand by Oberly & Newell. 

Class 5, wall hangers and posters: First, Kroger 
Grocery & Baking Co. for its fresh caught fish display 
created by Kroger’s art director, William Sanning, and 
lithographed by Hennegan Co. Second, Cluett, Peabody 
for its Arrow dress shirt card by U. S. Printing & Litho- 
graph Co. Third, Florsheim Shoe Co. for its man and 
dog poster by John Igelstroem Co. 

Class 6, metal and wood displays: First, Hickok Mfg. 
Co. for its belt buckle display by Regent Specialties. 
Second, Schnefel Brothers for its La Cross manicure im- 
plement display by Regent Specialties. In judging the 
more than 150 displays in the exhibit, the jury based its 
decisions on eight standards—attention value, originality, 
artistic value, unity or single purpose, construction, 
appeal, tie-up with other advertising media and shape. 


THE NIAGARA LITHOGRAPH CO., New York, is 
publishing a condensed summary of the recent national 
survey on window display advertising entitled, ‘A 
Primer of the National Window Display Survey.”’ It 
reduces the original 80-page study to a 16-page plastic- 
bound booklet which is designed to simplify a complex 
problem and its reports. 


THE BABSON INSTITUTE, Babson Park, Mass., re- 
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WATER SOLUBLE RESIN 


A new water soluble resin is announced by the Glyco 
Products Co., Inc., New York, under the name of Hydro- 
resin A. This product is a light brown viscous liquid 
with high adhesive properties and is reported by its 
makers to be very slow drying. On the addition of water 
to Hydroresin A, no decrease in viscosity or lack of clar- 
ity is noticed until the amount of water is about 70 per 
cent of the weight of Hydroresin A. Increasing the 
| amount of water gradually thins down the solution 
| which becomes milky, but which, it is claimed, can read- 
ily be cleared up by the addition of alkali. Hydroresin 
A is completely soluble in alcohol and small percentages 
of toluol can be added without affecting the clarity of 
the product. Hydroresin A blends with waxes, oils, 
| rosin, shellac, latex, casein, glue, etc., forming com- 
pounds with many interesting properties. 


BAG SEALING BINDER 


A new hand operated device for sealing bags, enve- 

lopes, flat containers, etc., or for providing a decorative 
border on cellophane paper bags, cartons and containers, 
has been developed by the Vertex Co., New York. The 
unit applies a binding of paper tape on straight or 
curved edges in such a manner as to provide a tight seal 
over bag openings. No heat or moisture is required for 
applying the tape which is '/s in. in width. Papers 
varying from tissue thinness to '/;4 in. in thickness may 
be fed through the rollers of the machine. Sheets of dif- 
fering material may be joined together. Tan paper tape, 
paper tack and cellulose tape are available from the ma- 
chinery manufacturer in a number of colors and, in the 
case of cellulose, in clear transparencies as well. The 
unit may be attached to any work table. 
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NEW DEVELOPMENTS IN PACKAGING 
MACHINERY METHODS AND SUPPLIES 


FROZEN FOOD CARTON SEALER 


Development of a transparent waxed paper especially 
designed for sealing cartons of frozen foods is announced 
by The Menasha Products Co., Menasha, Wis. Out- 
standing characteristic claimed for the new paper is the 
superior strength of its seal which is maintained at even 
the lowest temperatures. 

The new type of paper is reported to have been under 
development for more than two years and has undergone 
extensive commercial tests, made in cooperation with 
several large frozen foods processors. In addition to its 
sealing qualities, the frozen foods carton sealer has excel- 
lent transparency which allows easy examination of the 
carton’s label or stamp. 





PACKAGE CONVEYOR CHAIN 


The Link-Belt Co. has developed a new Universal 
carrier chain capable of operating in two planes and 
claimed to be particularly well suited for handling 
bottles, jars, cans and similar containers, both in the 
process of manufacture and in cleaning, filling and 
capping operations. 

The two-plane travel feature makes it practical to use 
this chain in rectangular, circular, semi-circular or 
irregular paths and to employ a single long conveyor, if 




















We Can't Afford to Miss! 


The ‘*Mikah Boys” have a reputation to main- 


tain... areputation for hitting the mark. It’s 





not just coincidence that so many leading pack- 
agers are labeling, wrapping, and sealing with 


Mikah Glues exclusively. 


NATIONAL ADHESIVES CORPORATION 


NEW YORK-—-CHICAGO—PHILADELPHIA—-BOSTON--SAN FRANCISCO-—and All Principal Cities 
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desired, instead of several transfer convevors with indi- 
vidual driving mechanisms. Thus the chain may be 
made to pass through several angle turns in the hori- 
zontal plane and then to bend vertically over a sprocket 
wheel for its return to the starting point. 

The construction of the chain provides for continuous 
unbroken carrying surface of equal width, whether the 
chain is moving in a straight line or turning around a 
sprocket wheel. The flexibility of the chain permits the 
return run of the conveyor to be made either on the 
underside of the conveyor member, under floors or 
around obstacles in a manner best suited to conditions. 

The chain is available in 3'/; in. and 41/2 in. top plate 
widths with either steel or stainless steel top plates. 


NEW MODEL PACKAGE TYING MACHINE 


The B. H. Bunn Co., Chicago, Ill., has placed on the 
market a new Manual-Cross Multiple-Wrap package 
tying machine which makes a cross in the twine, while 
performing the tying operation, in such a manner as to 
lock the twine and thus prevent it from slipping or slid- 
ing off the package. 

The machine is capable of providing either a one way 
tie or a cross tie, without changes in its set-up. If a 
cross tie is desired, the bundle is laid on top of the ma- 
chine and the operator steps on the foot trip. The twine 
arm makes one revolution, wrapping the twine com- 
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pletely around the bundle. The operator then manually 
turns the bundle in a clockwise direction, crossing the 
string and thus bringing it into position for the second 
wrap and tie which is made immediately. The machine 
is built in a number of different models specially designed 
for various types of work. It can handle packages vary- 
ing from very small dimensions to as high as 22 in. to 24 
in. in length. 





TAPE PRINTING MACHINE 


A new device, known as the Rotary ‘‘X”’ press, has 
been developed by the Package Sealing & Label Co., 
Brooklyn, N. Y., for the imprinting of gummed tape of 
various types. 

Rolls of unprinted gummed tape are mounted in a reel 
holder, fed through rubber printing dies and are wound 
on a take-off reel. The machine accepts tape in rolls 
from 1 in. to 3 in. in width up to 9 in. in diameter. The 
imprint can be in any desired dimensions from 1 in. to 12 
in. in length and up to 3 in. in width. 

The dies, which are manufactured to order, can be sup- 
plied, it is claimed, within 24 to 48 hours from time of 
order, by the machinery manufacturer. The standard 
unit, here illustrated, is designed for one color printing, 
weighs approximately 200 Ibs., is 31/2 ft. in height and 
has an overall length of 2'/2 ft. It is driven by a 1/3 hp. 
motor secured to the base. Variations of this machine 
for printing larger or wider imprints or for two color 
printing are also manufactured. 





Re Te 











POSITIVE PLUNGER TYPE 
FEED AND TIMING DEVICE 





LOWER COSTS 
INCREASE PROFITS 
WITH 


WITH SAFETY RATCHET 


te 


N = *- £3 . BEEBE | oe 
—e— 5 


PACKOMATIC MODEL “D” SHIPPING CASE SEALER WITH 18 FT. COMPRESSION UNIT 


Both top and bottom flaps of packed cases are automatically opened, glued, folded, and 


sealed with this Packomatic machine. 


Rapidly and easily adjustable for a wide range of sizes. 


Length of compression unit determines speed of operation. Speed: 200 to 2000 cases per 


hour. 


May be equipped to glue and seal top flaps only, with full spread, or spot glued, 


if desired. No operator required. Complete with drives and motors. 


PACKOMATIC AUTOMATIC CASE MARKING DEVICES 


Furnished with any required size type (3<” 
to 1” high) for direct reading, code or trade 
mark on one or both ends; one side and one 
end; or both sides and both ends. Acts as 
automatic feed to Case Sealer, and is 
synchronized with speed of sealing ma- 


chine. Marking rolls self-inking. Type 
easily changed, or extra rolls can be 
furnished with type set-up permanently in 
each roll. May be used to identify con- 
tents and date packed, or similar data. An 
economical time saving device. 


MANY OF THE LARGEST MANUFACTURERS HAVE 
STANDARDIZED ON PACKOMATIC EQUIPMENT 


Its high efficiency is the answer to your particular packaging problem. 


One of our engineers 


will gladly call upon you and confidentially discuss your requirements. 
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PACKAGING MACHINERY 
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NEWS ¢ NOTES ¢ TRENDS 





THE ANCHOR HOCKING GLASS CO., Lancaster, 
Ohio, announces the completion of operating plans for 
the various glass and closure companies recently merged. 
The principal and subsidiary companies, now grouped 
under the name Anchor Hocking Glass Corp., are The 
Hocking Glass Co., General Glass Corp., Standard Glass 
Co., Anchor Cap & Closure Corp., Capstan Glass Co. 
and Salem Glass Works. Complete engineering, chemi- 
cal and biological laboratories for the study of packaging 
conditions, testing and packing processes will be main- 
tained, as well as a design service for the creation of 
Jabels, decorative closures and complete packages. 


F. G. SEARLE AND F. J. O'BRIEN have been elected 
as directors of the Continental Can Co., Inc., New York, 
to fill vacancies on the board. The following officers 
were elected: C. C. Conway, chairman of the board; 
O. C. Huffman, president; J. F. Hartlieb and S. J. Steele, 
executive vice presidents; A. V. Crary, I. W. England, 
M. S. Huffman, F. J. O’Brien, F. G. Searle, J. S. Snel- 
ham, vice presidents; J. B. Jeffress, Jr., secretary and 
treasurer; R. H. Alexander, assistant secretary and assist- 
ant treasurer; L. R. Dodson, assistant secretary. 


THEODOR CARL MULLER, industrial designer, has 
opened an office at 3 Pinckney St., Boston, Mass. He 
will also maintain his present office at 9 Rockefeller 
Plaza, New York. 


FRANK L. LLOYD, associated with the Crown Cork & 
Seal Co., Baltimore, Md., for 24 years, has been ap- 
pointed special machine sales engineer. During his 
association with the firm, Mr. Lloyd has served as chief 
draftsman, chief engineer and has also held various 
engineering and managerial positions in the closure and 
packaging divisions of the company. Mr. Lloyd will 
devote much of his time to field work, keeping in active 
touch with the problems of bottlers and brewers. 


RALPH N. HUMES, formerly of the American Writing 
Paper Corp., has joined The Morart Paper Co., Inc., 
Holyoke, Mass., as sales manager. 


JULIA G. SMART, formerly production manager and 
director of Norcross, manufacturers of greeting cards, 
has joined the Aldine Paper Co., New York, as manager 
of its specialties division. 
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THE TOILET GOODS ASSN., INC., New York, will 
hold its annual convention on May 24, 25 and 26 at the 
Biltmore Hotel, New York. The committee in charge 
of this convention will be composed of: C. E. Kelly of 
Hagerty Bros. & Co., chairman; A. C. Burgund of Carr- 
Lowrey Glass Co., W. D. Barry of Mallinckrodt Chemi- 
cal Works, Charles Fischbeck of Charles Fischbeck Co., 
W. E. Klaas of The Brass Goods Co., W. P. Murray of 
Continental Can Co., L. R. Root of Scovill Manufactur- 
ing Co., Karl Voss of Karl Voss Corp. and M. Lemmer- 
meyer of Aromatic Products, Inc. 


THE ARIDOR CO., Chicago, Ill., announces changes 
in personnel. R. Bruce MacFarlane has resigned as vice 
president and sales manager and will join the Anchor 
Hocking Glass Corp., Lancaster, Ohio. Robert G. 
Peck, Jr., has been elected vice president by the board of 
directors. Gilbert R. Barton, Cleveland representative, 
has been transferred to St. Louis, Mo., with offices in 
the Railway Exchange. John J. Toffey, Cincinnati rep- 
resentative, will cover the states of Ohio and Kentucky. 
Newly appointed agents for the firm include R. M. Ste- 
venson, 2457 Woodward Ave., Detroit, Mich., and Ralph 
H. Johansen, 556 North Prior Ave., St. Paul, Minn. 


T. C. SHEFFIELD, Western division manager of the 
New England Collapsible Tube Co., has announced the 
appointment of C. H. E. Dunn as representative in Los 
Angeles and the Southern California territory, with 
offices at 6331 Hollywood Blvd., Los Angeles. 


THE MANHATTAN PASTE & GLUE CO., INC., New 
York, announces the appointment of David E. Lann, 
formerly sales manager, as vice president. David 
Coban, formerly assistant sales manager, becomes sales 
manager of the firm. 


THE RUECKERT MANUFACTURING CO., Provi- 
dence, R. I., has merged its silverware chest and display 
business with the Henry H. Sheip Manufacturing Co., 
Philadelphia, Pa., fabricators of wood products. A 
complete art and merchandising department will be 
maintained for the creation of packages and displays at 
the Philadelphia plant. The Rueckert Manufacturing 
Co. will continue in Providence, servicing the jewelry 
business and related industries, with cases and displays. 
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MAJOR THEODORE P. WALKER, formerly executive 
vice president of the Commercial Solvents Corp., New 
York, was elected president by the board of directors. 
Major Walker joined the company in 1922 and was 
elected a vice president in 1924. He was made executive 
vice president in 1928 and a director in 1933. 


WALTER H. WALKER has been appointed sales man- 
ager of the Western Display Stand Division of The Hinde 
& Dauch Paper Co., Sandusky, Ohio, with offices at 
3301 West 47th Place, Chicago, Ill. 


FRANK F. STARK, formerly of the sales department of 
the Sigmund Ullman Co., has joined The Union Ink 
Co., Inc., East Rutherford, N. J., as vice president in 
charge of sales. Mr. Stark will have offices at 148 West 
23rd St., New York. 


FRANK G. FINDLEY, president of the F. G. Findley 
Co., Milwaukee, Wis., died March 26. Mr. Findley 
was the founder of the F. G. Findley Co., which was 
established in 1911. 


M. J. MILMOE, vice president of the F. B. Redington 
Co., Chicago, died March 22. Mr. Milmoe had been 
associated with the F. B. Redington Co. since 1904. 


“THE ART OF PACKAGING” (Studio Publications, 
Inc. $6.00). D. E. A. Charlton, former editor of 
MopberN PackaGInac, has here written a definitive work 
on packaging for the decade from 1928 to date, utilizing 
a non-technical style which should endear this book to 
the designer and to the business man who is interested 
in getting to the core of packaging problems without 
wading through a mass of technical data. The volume 
is profusely illustrated in a manner befitting a publica- 
tion devoted to a discussion of the design and appear- 
ance of packages. 

The author begins his treatise from its logical starting 
point, an analysis of the functions of packages, and of 
the essential characteristics which must be built into the 
package to meet each of these functional demands. The 
main body of the book is devoted to a discussion of 
types of packages, materials and constructions and to a 
study of the various factors of package design. All of 
which, in combination, supply the well rounded answers 
to the functional demands originally set for the package. 

Readers will find particular interest in the chapter on 
old and new (redesigned) packages where contrast in 
construction and package design styles may be studied in 
a series of unusual photographs, and in the chapter on 
when to change the package, which raises—and more- 
over answers—the question all to often ignored by the 
proponents of package design change. 

Illustrated largely with examples of American package 
design, the majority of which previously appeared in 
Mopern Packacinc, the volume carries an appendix 
portfolio of European packages offering interesting 
Opportunity for study and contrast in design. 








FLEXIBILITY and SPEED 
are COMBINED 
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Wraps with printed or 
plain papers. * 





Has accurate paper cut- 
off control. 


Is instantly adjustable. 


Wraps glue or heat seal- 
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papers. 
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* Cut-of control for printed papers ur- 
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EIGHTH PACKAGING CONFERENCE 


(Continued from page 66) 





Essentials of a Satisfactory Package 


Ben Nash, designer and president of Ben Nash, Inc., 
developed the thesis that a basic merchandising idea must 
underlie the development of most satisfactory packaging 
and is the essence of the profit-making package. ‘‘Pack- 
aging in the future,’ in Mr. Nash's opinion, ‘‘must find 
new and better ways to give the consumer a product 
which promises more and delivers more and to give the 
sales department and the merchant a package which is a 
better sales maker.’’ To accomplish these ends, the 
packaging project should be carried on under a dual direc- 
tion—the sales production or purchasing executive work- 
ing in close conjunction with a design consultant. The 
former would direct the sales cost and production require- 
ments, while the other would provide the creative in- 
genuity and control the visual aspects in conformance 
with basic merchandising needs. 


Coordinating the Work of 
Production Manager and Machinery Builder 


With H. H. Leonard, president of the Consolidated 
Packaging Machinery Corp. and of the Packaging Ma- 
chinery Manufacturers Institute, presiding, the first of 
the Conference's Machinery sessions found Carl Lambelet, 
president of the New Jersey Machine Corp. and C. E. 
Kafka, production manager of the National Tea Co., 
presenting, respectively, the viewpoints of the machinery 
builder and the production man on the possibilities exist- 
ing for improving the relationships between these two 
groups. Both speakers found themselves in essential 
agreement upon many points and particularly on the 
primary essential—the need for more intensive study of 
each other's problems prior to a sale and installation of 
machinery units. Mr. Lambelet, on behalf of the 
machinery manufacturers, pointed out the need for ac- 
curate advance information from the machinery user as to 
planet conditions and as to expectations of the user in re- 
gard to machine performance, output, etc. Mr. Kafka 
likewise emphasized this factor, pointing out the pos- 
sibilities of the machinery manufacturer supplying his 
salesmen with a printed list of questions covering every 
probable point of information which might be found 
necessary to facilitate installation and operation of the 
machinery units. He cited such considerations as the 
facilities available for transportation of the machinery 
into the plant, elevator sizes and capacities, light, 
power and water sources, allowable floor loads, and a 
host of others. 

He also cited cases in which machinery builders, 
having failed to consider such minute details because they 
were sure of accomplishing satisfactory results—basing 
their predictions on the results achieved in other jobs— 
later found difficulties arising which resulted in added 
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expense and inconvenience for both machinery producer 
and purchaser. In discussing service charges, Mr. 
Kafka suggested that a charge should be made for all 
service, except where machines must be taken apart for 
shipment. ‘“The assembling of such machines should 
be done,”’ he said, ‘‘by the service man without charge. 
All other services should be charged on a nominal fixed 
rate of so much per day. A maximum time limit for the 
accomplishment of installation should be established in 
the contract as a precaution to the production man 
against an excessive installation cost which could be due 
to unforeseen difficulty with the machine or to poor 
work on the part of the service man. 

Mr. Kafka further stated that in his opinion there 
should be a separation between the sales and service de- 
partments and that the salesman should have no control 
over the service men’s operations. 


Economics of Package Machinery Pricing 


Henry P. Dutton, director of conference courses of the 
Armour Institute of Technology, presented to the Ma- 
chinery conference, an outline of the respective views of 
both the machinery manufacturer and the machinery 
user, on the subject of fair and equitable methods of pric- 
ing machinery and then attempted, quite successfully, to 
synthesize the seemingly discordant viewpoint into a 
single one satisfactory to both groups. 

Thus, while machinery men have sometimes felt that 
the price of a machine should be governed largely by the 
savings it effects and while machinery purchasers have 
very frequently expressed the opinion that the only fair 
price would be one based upon cost of production plus 
a reasonable profit, Professor Dutton showed that both 
of these viewpoints must be considered and that the 
proper price of machinery must reflect some compromise 
between the two if machinery manufacturers are to be 
able to continue the experimental and developmental 
work which has led to such far-reaching advances in 
packaging machinery within the past few years. 


Performance Standards for Packaging Machinery: 
Trial vs. Guarantee 

The spirit of debate which drew an unusually large at- 
tendance to the Machinery sessions of the Conference 
pervaded the session on Performance Standards at which, 
under the chairmanship of William E. Bristol, Jr., vice 
president in charge of production of the Bristol-Myers 
Co., C. E. Schaeffer, assistant sales manager of the 
Stokes & Smith Co., presented the machinery builder's 
viewpoint on the question of ‘‘Trial vs. Guarantee of 
Performance Standards’’ and was followed in rebuttal 
by R. D. Frick of the Campana Corp., who detailed the 
production manager's point of view. 

Mr. Schaeffer based his discussion upon the practices 
followed by ten different machinery manufacturers— 
practices which showed a general similarity, but at the 
same time exhibited a remarkable number of differences 
from company to company. Among the variant forms 
of guarantee cited by Mr. Schaeffer, in quoting the prac- 
tices of the various firms, were the following: 











A 30 day trial period which is extended under special 
circumstances, plus a guarantee of all machines for a 
period of one year against faulty material and workman- 
ship. A clause, where machines are sold on the basis of 
some specified performance, giving the machinery manu- 
facturer the right to demonstrate with his own opera- 
tors, that the guarantee as to performance can be met. 
This company reports selling only a few of its smaller 
machines on a trial basis, insisting that the larger and 
more expensive machines be sold on guarantee. Where 
trials are known in advance to require a period of several 
months, the customer is expected to become a partner in 
the cost of carrying on the trial through the device of 
machinery rentals. 

A third company reported as follows: ‘‘Our method 
of handling the trial period is about like yours, and we 
determine what performance we can expect on any type 
of machine. If, for any reason, we are unable to meet 
the terms of the proposal, we stand ready to remove the 
machine at no expense to the customer. Jn our experi- 
ence, this has almost never been necessary, but we find 
it removes doubt from the customer's mind.’ 

Another report cited what was, in effect, a trial period 
accomplished by the extension of terms of 30 days net 
following a successful demonstration of a machine in the 
plant. This company reserves the right to step in and 
demonstrate the machine should such demonstration be 
necessary. It was felt that this policy voided the hazard 
of the prospective customer changing his mind about 
wanting to buy a machine—any machine—during the 
ordinary type of trial period. 

Mr. Frick, approaching the problem from the produc- 
tion manager’s viewpoint, presented an analysis of the 
functions and duties that each party to the contract 
should exercise. On behalf of the production man, he 
would require a complete and accurate knowledge of the 
materials to be handled on the machine, definite stand- 
ards as to the requirements of the machine for both 
quantity and quality of output and, finally, information 
as to the location of the machine and its relationship to 
other equipment, general plant conditions of temperature, 
humidity, etc., and its requirements in terms of safety 
devices and similar non-producing accessories. 

On behalf of the machinery manufacturers, Mr. Frick 
would require that the machinery builders’ representative, 
knowing more about his machine than the individual 
production man, should specify what additional in- 
formation is required and should assist the production 
man in obtaining it. Secondly, in the avoidance of 
future misunderstandings, the representative should 
not hesitate to point out the limitations of his 
machines as well as the good points and advantages. 

If these and similar requirements are met, it was Mr. 
Frick’s opinion that the entire question of ‘Trial vs. 
Guarantee" would tend to resolve itself in a mutual satis- 
faction for both parties. With a machine installed in 


the production man’s plant that has been properly engi- 
neered, explained, purchased and installed, a guarantee 
is really unnecessary for the reason that confidence in the 
machinery builder and confidence in the production man 
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has been established. Neither the machinery builder 
nor the production man should try to cover all possible 
misunderstandings or errors through ‘“‘guarantee’’ or 
‘trial’ clauses in purchase contracts. 


Construction and Use of Barrels 

Under the chairmanship of R. W. Lahey of the pro- 
duction division of the American Cyanamid Co., the 
first of the sessions on Bulk Packaging got under way 
with what might be termed ‘‘a double barreled’’ dis- 
course on the subject of barrels. 

Lawrence Fraizer of the Illinois Cooperage Manu- 
facturing Co. presented a paper dealing with the new 
features developed, within the past few years, of the 
slack type of barrel and was followed by George Dyer of 
the Pioneer Cooperage Co. who discussed the advantages 
of various tight barrels for different liquids. Mr. Dyer 
covered, in his talk, a number of the factors governing 
the selection of tight barrels to achieve the most eco- 
nomical results in terms of barrel life, product protection, 
ease of handling, etc., when various types of materials 
are shipped and under various predictable conditions. 


Loading and Staying of Carload Shipments 


T. P. Callahan of the Monsanto Chemical Co. described 
a number of difficulties which had been encountered in 
past years by shippers and detailed the most successful 
methods by which these had been overcome. Mr. Calla- 
han maintained that a car and its load must meet and 
survive three classes of shocks: train vibration, the im- 
pact of starting and stopping and the heavy shock of 
switching. He showed how all three of these factors 
had tended, within recent years, to increase in seriousness 
as a threat to shipments in direct ratio with increasing 
speed of railroad freight operations. 

This increased speed of freight trains has, in turn, de- 
manded greater precaution of greater protection of ship- 
ments and this, in turn, has lead to the development of 
more elaborate and hence more thoroughly protective 
forms of carload binding and tonnage, plank bracing and 
other forms of stowage. 

Lumber and bracing, however, Mr. Callahan main- 
tained, have their limitations and the present day prob- 
lem has been a devising of improved loading methods 
which of themselves and quite apart from any protective 
bulkheading served to save loading and unloading time 
and to prevent damage to contents. 


Steel Drum Clinic 

The first of the afternoon sessions on Bulk Packaging 
found W. B. Thomas of the Steel Barrel Manufacturers 
Council leading the discussion on steel barrels. Mr. 
Thomas presented three ten-minute papers on the follow- 
ing subjects: Interior coatings for steel drums and other 
steel packages; advantages of re-rolling expanded hoops 
in sixteen, eighteen and twenty gauge steel drums and 
precautions taken by steel drum manufacturers in check- 
ing steel sheets for imperfections. Between the reading 
of each of these papers, discussion from the floor was held 
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and Mr. Thomas answered a number of questions arising 
from the discussion. 


Bags: Printing and Design 

The second day of Bulk Packaging sessions, under the 
chairmanship of R. H. Procter of the St. Regis Paper Co., 
was started with the presentation of a paper by T. M. 
Scruggs of the Bemis Bros. Bag Co., in which the speaker 
deplored the manner in which designers had ignored the 
possibilities for adequately planning and decorating bags. 
‘Far too many brand designs on bags,’’ Mr. Scruggs 
held,’’ are reminiscent of Civil War barrel head labels, 
developed with the fixed idea that the display work 
should be symmetrical and with the insistent demand for 
the pretty girl, hearts and flowers style.” 

In contrast to this thesis the speaker made the follow- 
ing suggestions for more effective bag designs: 


“First, simplicity. For pictorial work the flat 
poster design lends itself best to rough textures and the 
dark background of burlap and kraft paper. The more 
modern stylized technique of pictorial work is to be 
preferred to attempts at realism such as a landscape 
or dinner scene. 

‘Second, type matter and copy should be tied in as 
a component part of the design in order that the whole 
may have a pleasing and balanced effect and in order 
that attention may be focused upon the one thing that 
it is desired to stress. 

‘Third, a rational balance of colors to avoid clashes 
and discords. For instance, two discordant hues of 
strong value and chroma may be brought fairly well 
into harmony by toning down the hue of the larger 
area to a lower value or to a lower chroma or both.”’ 


Mr. Scruggs further pointed out that since the cost of 
printing on a bag is only a very small fraction of one per 
cent of the sales value of a sack of merchandise and since 
some printing is always necessary for identification pur- 
poses and to comply with various regulations, the extra 
cost of a good design is negligible. 


Progress in Moisture and Water Protection 


Mr. Scruggs was followed by C. W. Beach of the 
St. Regis Paper Co., who discussed a number of newer 
types of moisture-proof materials which have been re- 
cently developed as a means of providing protection 
against the absorption of vapors and against moisture, 
water and contamination. 

Mr. Beach further detailed a number of tests for judg- 
ing both water-proofness and moisture vapor-proofness 
in packaging materials and particularly in those mate- 
rials used in bag making. 

‘To date,’’ he said, ‘‘much progress has obviously 
been made by the bag industry in developing commer- 
cially practicable moisture-proof bags. This does not 
mean, however, that there will be no further improve- 
ment in this connection as the industry is even now test- 
ing new and varied moisture-proofing materials and may 
be expected, eventually, to obtain a moisture-proof bag 
which is ideal in all respects.”’ 
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Proper Carloading of Bags 

H. E. Clark, Chicago sales manager of the Interna- 
tional Paper Products Corp., discussed the proper car- 
loading of bags, with particular emphasis on the load- 
ing of paper bags. His talk was illustrated with a num- 
ber of charts showing various methods of handling bulk 
shipments in which multi-wall paper bags are utilized. 
Mr. Clark also suggested a number of cautions to be ob- 
served in any bag loading operations. 


Filling and Closing Machines 


The final session of the Bulk Packaging conference, 
under the chairmanship of H. R. Procter, heard an ad- 
dress by H. H. Leonard, president of the Consolidated 
Packaging Machinery Corp., in which he first detailed 
the essential technical requirements for successful filling 
machinery of non-liquid products and then discussed a 
number of recent developments in this field. 

‘‘A fundamental requirement for all successful filling,”’ 
said Mr. Leonard, ‘‘is uniformity of flow from the stor- 
age bin to the filling machine. A free flowing material 
almost automatically takes care of this in itself by the 
action of gravity, but as we pass through the various 
gradations toward the non-free flowing groups, we find 
that we cannot depend upon gravity to provide the force 
that will move the material, but must provide some ad- 
ditional means to actuate the flow. A number of different 
devices have been made available for this purpose. 

‘There are four generally accepted methods of filling 
dry materials and all types of filling equipment can be 
placed in one of these divisions direct or slightly modi- 


fied : 


Net weighing 

Gross weighing 

Volume filling 

Combination of volume and weighing 


_ 
. 


se 


“Each of these methods has characteristics which 
render it especially suitable for certain conditions. 
They should not be considered as competitive. There are 
many other requirements to be taken into consideration 
before final determination of filling equipment is made. 


1, Shipping and marketing requirements to be met 
2. Property which the material may possess as affect- 
ing the possibility of compacting it in the bag 
after filling 

Some mixtures are so composed that they require a 


wy 


balance to be maintained by different grades or 
ingredients making up the mixture. This condi- 
tion imposes a requirement which must be very 
carefully considered when selecting equipment 

4. One of the types of material included in the dry 
group is that which has a relatively high viscosity 
or, in other words, plain sticky 


‘May I also call your attention to the importance of 
bin construction—the bin which is the immediate source 
of supply for the material to the filling machines. Too 
frequently we think of these bins as being a repository 
for a surplus quantity of inert material. As a matter of 
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fact, a well designed bin should be considered as merely 
an enlarged connection between the manufacturing proc- 
ess and the packaging process. Its purpose is primarily 
to take up the slack in requirements between these two 
departments. If the material is thought of as being in 
constant motion, a better understanding will be had of 
the requirements of the bin. Improperly designed bins 
probably cause more trouble in the operation of filling 
machines than any one single thing. 

“It should be constantly kept in mind that the re- 
quirements of modern filling machines for a continuous 
flow of material impose a requirement on the bin quite 
different than had to be met by the hand or semi-auto- 
matic types of filling. Failing to recognize this, alto- 
gether too many production men set themselves up as 
authorities on bin construction, their experience usually 
being based on quite different requirements than those 
imposed by modern filling machines. 

‘Remarkable progress has been made in the design of 
filling and closing machinery for all sizes of bags. Con- 
veyors are now provided that automatically take the 
filled bags from the filling machine and deposit them in 
the railroad car being loaded.”’ 


Filling, Closing, Handling and Shipping Bags 

Mr. Leonard's address on Filling and Closing Machines 
was followed by a session devoted to the presentation of 
three motion pictures illustrating the filling, closing, 
handling and shipping of various types of bags. Com- 
mentators explained the technical features illustrated 
and answered questions at the conclusion of each picture. 
The films treated respectively of open-mouth paper 
bags, textile bags and multi-wall paper valve bags. 


Shipping Container Clinic 


Highlight among the Packing and Shipping confer- 
ences was the full day clinic on Shipping Containers, 
the third such session in a series which has become a 
feature of every annual Packaging Conference. In this 
year’s session, the speakers represented six widely di- 
versified industries and discussed containers ranging from 
those used for meat products to items developed for han- 
dling cable wire and similar heavy bulk articles. The 
speakers gave no prepared papers but took apart the 
packages they were discussing and analyzed them for de- 
fects as well as for merits. 

Wm. B. Keefe of the Westinghouse Electric & Manu- 
facturing Co., J. H. Clark of Swift & Co. and George 
Webber of Standard Brands, Inc., discussed, respectively, 
electrical products, meat products and food products, in 
the morning session. In the afternoon session, R. A. 
Johnson of the Anaconda Copper Mining Co. provided 
an unusually interesting description of this company’s 
efforts in coordinating and simplifying an extremely 
wide range of packages and shipping containers de- 
veloped for an unusually large number of the heavy metal 
products produced by this firm. 

J. N. Hamilton of Montgomery Ward & Co. and J. 
Lebl of Sears Roebuck & Co. discussed the special pack- 
ing and shipping problems of a large mail order house; 
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problems which reflect the difficulties found by the usual 
marketer in a far greater and more intensive degree 
because of the widespread reliance of these firms upon 
postal and express methods for the shipment of innumer- 
able comparatively small orders. 

The final speaker, F. L. Lundy of Marshall Field & Co., 
likewise presented a discussion of methods of solving 
the special problems arising in the retail field with par- 
ticular emphasis, of course, on the problems of the large 
metropolitan department store. 


Interior Packing 


The second day of sessions devoted to Packing and 
Shipping found Wesley M. Dixon, vice president of the 
Container Corporation of America, presiding at the 
morning session and introducing Allyn Beardsell of 
the Hinde & Dauch Paper Co., who presented a paper on 
the subject of interior packing. 

Mr Beardsell discussed a very wide number of methods 
and precautions essential in the planning of protective 
interior partitions for shipping containers of various 
types and for various types of products. Since the vast 
majority of his points were based upon actual case his- 
tories, he was able to cite and illustrate specific instances 
of the savings achieved through the redesign of interior 
packings along scientific lines. Such savings, in addi- 
tion to the more obvious saving of providing greater 
protection for the product, likewise included reductions 
in the cost of interior packing itself, reductions in the 
outer shipping container and reductions in the weight 
and hence the shipping cost of the assembled container. 


The Influence of Humidity on Shipping Containers 


Continuing the Packing and Shipping conference, W. B. 
Lincoln, Jr., vice president of the Inland Container Corp., 
presented an address on the effects of moisture and humi- 
dity on both wood and paper containers. He empha- 
sized that the influence of humidity must be taken into 
consideration in every design and that a sufficient factor 
of safety must be provided to afford the necessary strength 
to withstand stresses and strains imposed during ware- 
housing and shipping. Among the effects of humidity 
upon both wood and fibreboard containers, he found a 
decided reduction in the ability of such containers to 
withstand fatigue or to bear their loads over an extended 
period of time under conditions of increased humidity. 
To overcome this fatigue factor, in part at least, a number 
of inhibitory coating treatments have been developed 
which greatly prolong the absorption time. 

Since shipping containers are generally stored and 
handled in relatively dry surroundings and encounter 
diverse moisture conditions, viz., during the compara- 
tively short period of shipment, the time element be- 
comes a very important factor in permitting the treat- 
ment of container materials with these temporarily ef- 
ficient resistant coatings. 

Outlining the means of combating the effects of humid- 
ity, the speaker provided the following as a guide list 
for the user of wood containers: 
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1. Select seasoned lumber and control its condition at 
the time of fabrication into finished containers. 

2. Provide proper storage conditions including con- 
sideration of the following: 

(a) Avoidance of either excessively dry or ex- 
cessively moist conditions. 

(b) Avoidance of extreme fluctuation in hum- 
idity (or temperature which is conducive to ex- 
treme changes in humidity). 

(c) Provision of artificial humidification in ex- 
cessively dry, hot, storage areas. 

(d) Protection against excessive moisture and 
humidity through the provision of heat-and 
weather-tight warehouses. 

(e) Avoid transfer of product from extremely 
cold to extremely warm and humid surrounding 
which results in condensation. 

3. Correct design: In the case of wooden containers, 
judicious use of clinched nails, diagonal brances, 
steel or wire strapping or corner reinforcements 
do much to overcome deteriorating effects due to 
changes in moisture. 


For the user of fibreboard containers, Mr. Lincoln sug- 
gested the following precautionary measures: 

In the case of fibreboard containers, the selection of 
well fabricated, properly designed packages, having a 
sufficient factor of safety to withstand conditions which 
may be encountered, usually assures satisfactory results. 


Training Programs 


R. L. Beach of the General Electric Co. concluded the 
second morning Packing and Shipping conference with 
an address in which he outlined a plan for the intensive 
training of personnel for packing and shipping work and 
for the necessary research into problems arising from the 
nature of each company’s products and each company’s 
shipping requirements. Mr. Beach pointed out that 
such trained personnel is becoming more and more es- 
sential with the increasing complexity of packing and 
shipping problems and with the ever increasing brands 
and types of materials and containers available for use. 


Shipping Container Printing 


With the recent development of a whole series of new 
processes for a more colorful and elaborate printing of 
corrugated and fibreboard shipping containers, an un- 
usually intense interest was manifested in the final ses- 
sion devoted to Packing and Shipping. 

After the introductory remarks of J. J. Macleod, vice 
president of the Hinde & Dauch Paper Co., Arthur S. 
Allen, dean of American package designers and long 
noted as a color engineer, presented a profusely illus- 
trated talkon the color basis of such containers, emphasiz- 
ing the fact that the corrugated and fibre box industries 
are less than half a century old and that within that half 
century, the very old printing industry has shown its 
greatest and most far-reaching period of progress. Mr. 
Allen brought out the point that many errors and mis- 
takes are to be expected in the development of this new 
and colorful expansion of the shipping container field. 
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He cited case after case in which color had been used to 
advantage or disadvantage on shipping containers and 
particularly emphasized the necessity for considering 
the relationship between the color values of the boards 
which form the containers and the colors printed upon 
these boards. 

Mr. Allen was followed by George Welp of The In- 
ternational Printing Ink Corp., who talked of the various 
problems confronting the ink manufacturer in the prep- 
aration of colors for use in fibreboard and corrugated 
container printing. He, too, emphasized the necessity 
for a very careful selection of the board stocks which 
serve as background and base for applied colors. He 
likewise emphasized the continuing nature of the ink 
manufacturer's problem. 

Arthur Fox of the J. H. Mathews Co. described to the 
audience the development of the rubber die industry 
upon which container printing is so dependent from the 
crude beginnings of yesterday to today’s engraved dies, 
made of synthetic molded compounds or molded rubber, 
without which the present day detail and accuracy of 
production would be impossible. He cautioned against 
the continuing tendency to attempt die savings and em- 
phasized the comparatively low cost of the die itself 
when considered in relation to the total cost of the ship- 
ping containers produced with a single die. He urged 
the discontinuance of the practice of including die costs 
without itemization in the price of shipping containers— 
a practice which, he maintained, led quite naturally to a 
tendency to economize on dies. 

The next speaker, D. W. Kane, who substituted for 
C. P. Barker of the Container Corporation of America, re- 
lated the talks of the three previous speakers to the prob- 
lem of printing technique. He pointed out that until a 
few years ago, corrugating printing was considered a 
case of just first class stamping. The result was that 
pressmen got the job started on the press and let it go at 
that, disregarding entirely what damage was done to the 
board. Laboratory tests have shown that taking pieces 
of board and using the same materials run through the 
corrugator and bringing it to the printing press, the one 
improperly printed by pressure was a loss of approxi- 
mately 30 per cent against the one carefully handled and 
properly treated on the printing press. 

The final speaker at the clinic was Edward Hankins of 
the Hankins Container Co. who discussed the various 
factors governing printing costs in the shipping container 
industry. He pointed out that although the printing is 
done at the same time that the box is scored, trimmed and 
slotted, and hence is not—strictly speaking—a separate 
operation, there still are a number of cost factors in- 
volved with any choice of container printing. Listed 
among these he found labor variations in accordance with 
the quality of printing required, variations induced by 
press speeds, by the amount of coverage and hence of ink 
required by the package design and by the cost of dies. 


Production Managers Assn. 


The annual meeting of the Production Managers Assn., 
held simultaneously with the Packaging Exposition, 
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present officers and directors to serve for another year. 

The officers are as follows: president, William M. 
Bristol, Jr., Bristol-Myers Co.; vice president, H. M. 
Bowman, Unit Packages, Inc.; treasurer, H. F. Brow- 
nell, McKesson & Robbins, Inc.; executive secretary, 
D. E. A. Charlton, associate editor, The Glass Packer. 

The above-named, together with the following, consti- 
tute the board of directors: J. A. McConnell, Eli Lilly & 
Co.; A. P. Walters, McCormick & Co.; H. A. Sumner, 
Norwich Pharmacal Co.; L. P. Weiner, Hiram Walker & 
Sons, Inc.; William A. Smith, William S. Merrell Co.; 
J. Y. Lund, Lambert Pharmacal Co.; H. J. Lehman, 
Wildroot Co., Inc.; W. Van Alan Clark, Allied Products, 
Inc.; William Loewenstein, Bauer & Black; C. E. 
Kafka, National Tea Co. 





MEAT PACKERS 
LOOK TO THE LADIES 


(Continued from page 68) 





has ignored the most important reactions of all, those of 
the women who constitute the main body of consumers.”’ 

The new Swift’s Premium trade mark and plaid package 
design were, therefore, created with feminine appeal up- 
permost in mind. An attemptwasmadeto refine the whole 
appearance of the package and to develop an idea in the 
trade mark that would not only have eye appeal, but 
would have more individuality and be harder to imitate 
than the plain oval used in the past. 

Many features of the original trade mark have been 
retained. The large oval, with reversed type upon it 
still forms the central portion of the design. But the 
‘arrow through the S,’’ which has always symbolized 
Swift’s products, has been removed from this central 
panel and placed on either side of it. A bit of scroll 
work is utilized to tie the three elements together. 

The background of the ham and bacon wrappers and 
of the cartons used for the bacon and frankfurt packages 
has likewise been changed. In the case of the wrappers, 
the large lettering of the word ‘‘Swift,’’ which was used 
repeatedly over the entire paper surface, has been dis- 
carded in favor of a diagonal plaid design with the com- 
pany name reproduced in much smaller lettering. In 
every alternate square, the effect of the repeat is much 
more noticeable to the eye and far more pleasing than 
was formerly the case. This same plaid pattern is util- 
ized in reverse on the company’s cartons, providing a 
contrast with the main trade mark, identification panels. 

While these changes in package design have been under 
consideration for some time, the month of March was 
chosen for their introduction to the trade so that the 
package change could be made simultaneously with the 
announcement of an improvement in the ham itself. 


adopted a constitution and by-laws and re-elected its 
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BOARDWALK 


deck... 
ocean's edge... 
varied sports... 
You'll like your fellow guests .. 
the delightfully friendly atmosphere 
of The Chelsea. 


Recreation 


Ox Relaxation 
Choose the Chelsea 


Here you will find everything to fur- 
ther your comfort and enjoyment— 
outside ocean-view rooms... 
beautiful dining room at the 
superb cuisine... 
and entertainment. 


Special Weekly Rates. 
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USE ANILINE 


IN KS 


WITH A REPUTATION 


originators of 
Opaaue Aniline Inks 


Opaque Aniline White, Yellow, Orange 


and a full range of colors 


For use on Kraft, white paper, glassine 
and the various grades of transparent 
cellulose stocks 


CRESCENT INK & COLOR 


COMPANY OF PA. 
PHILADELPHIA 
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COUNTER DISPLAYS 


Standardized Sizes Aor Your Producls 


Their fine appearance 












UOQUUUOQGUUOONAQOUNOGOUOUOOOGUUNOGOOUOOOGOOOOOGUOUTEE 


+ STTUMMALIANNUUUAAALL 


Wins Preferred Counter-space. 


GLORIFIES YOUR PRODUCT 


AT polNT 


34" 2%," 


2 GOLD AWARDS! 


Our facilities are at your service ™S 


JOS. H. MEYER BROS. 


Established 1888 


FACTORY: 220 25th STREET, BROOKLYN, N. Y 
DISPLAY ROOMS: 389 FIFTH AVENUE NEW YORK 
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NEW SPECIAL 
COATED PAPERS... 
FILMS... FOILS... Present 


ADHESIVE PROBLEMS 


Upaco Special Adhesive Formulas are devel- 
oped to seal these new materials. They are 
recognized as real Adhesive standards in the 
packaging world. 












If you are confronted with such a problem, 
why not avail yourself of this vast storehouse 
of Adhesive knowledge? Full information 
and samples without obligation. Send us 
your Adhesive problem with full details. 
Uniform products of top quality are used in 
each formulation. 


UNION PASTE CO. 


200 Boston Ave. Medford, Mass. ~ 











ANACONDA ELECTRO-DEPOSITED 
Pure Copper 
Sheets 


Stock widths 30” or 60”’..and in rolls of long 
lengths. Thicknesses—1 ounce per square foot 
to 5 ounces per square foot (approximately 

0015 inches to .007 inches). 


NON-POROUS. .. RUST-PROOF 
Practical uses for Anaconda ‘‘Electro-Sheet”’ 
Copper in new fields are innumerable. 


Samples upon request 


THE AMERICAN BRASS COMPANY 


Department “D3” . Waterbury, Conn. 
AnaconpA 


poen = pores 38231 






































IN THE 
HEART OF 


HOTEL CHICAGO 
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EMIL EITEL—KARL EITEL—ROY STEFFEN 











LACQUER, VARNISH 
and GUM COATING for 


Labels 
Wraps 
Posters 
Displays 


and other printed matter 


Boxmakers, printers, as well as pack- 
age users come to Lowery and 
Schwartz for a superior paper coating 
service. Lowery and Schwartz have 
the efficient, specialized machinery, 
the long experience, and the skill 
that assures high quality, prompt de- 
livery and low cost. 


LOWERY aw SCHWARTZ 


295 Lafayette St., New York City 
CAnal 6-7703 
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ICHIGAN CARTON CO. 


BATTLE CREEK, MICHIGAN 








Beetle 


HELPS SELL GENELL BLISS COSMETICS 


Citi 8io 


Fi 


Beet.e’s pleasing color draws customers to Genell Bliss Cosmetics... 
helps to speed their sale. Equally appealing and intriguing are 
the light weight, compactness and lustrous surface texture of these 
Beetle* packages. Their strength and chemical inertness give per- 
manent protection to the cosmetic contents. An outstanding example 
of packaging in which color and utility are combined to produce 
profit in sales. Let Beetle’s brilliant colors help you keep your products 
in-demand! 

A new brochure, illustrating Beetle’s wide adaptability for packag- 
ing, is available on request. 





BEETLE PRODUCTS DIVISION OF AMERICAN CYANAMID COMPANY 
Se Bea eerestcR FLEAZA, NEW YORK, NN.” Y. 





*Trade-Mark of American Cyanamid Company applied to urea products manufactured by it. 
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it’s all color and in all colors 








